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Foreword

Taleb Rifai, UNWTO Secretary-General

Gastronomy is a fashionable trend, a hobby for thousands,
and one of the main reasons for many to travel. People seek
to experience food in the same way that they seek out other
elements of different cultures like art, music and architecture.

Gastronomy tourism offers enormous potential in stimulating
local, regional and national economies and enhancing
sustainability and inclusion. It contributes positively to many
levels of the tourism value chain, such as agriculture and local
food manufacturing.

Linking gastronomy and tourism also provides a platform for the
promotion of cultures through their cuisine. This not only assists
in destination branding, but also helps to promote sustainable
tourism  through preserving valuable cultural heritage,
empowering and nurturing pride amongst communities, and
enhancing intercultural understanding. Through a visit to a
food festival, cooking class or farm-to-table dining experience,
tourists garner a better sense of local values and traditions.

2017 has been designated by the United Nations as the
International Year of Sustainable Tourism for Development.
It is now more important than ever for destinations to
maximize the potential of gastronomy tourism to contribute to
economic growth, social inclusion, cultural and environmental
preservation, and mutual understanding.
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Yet, to fulfii this potential, destinations must adapt by
understanding and forecasting demand, creating networks
with all local stakeholders and develop adequate products and
marketing strategies. Support is also required to foster skilled
human capital.

This report, developed by the UNWTO Affiliate Members
Programme, aims at showcasing how gastronomy tourism can
be a driver for the modern tourist hungry to create authentic
yet memorable experiences and a pillar of sustainable tourism.
We would like to thank each of the 60 contributors to the report,
including UNWTO Member States, Affiliate Members and
partner organizations, who provided the tried and tested case
studies included in the report. | trust that the initiatives outlined
will provide an excellent point of reference for stakeholders on
the immense potential gastronomy tourism has to offer.
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Foreword

Yolanda Perdomo, Director of the Affiliate Members
Programme

Gastronomy tourism has emerged as an indispensable
resource, adding value and providing a solution to an
increasingly pressing need for destinations to stand out
amongst homogenous tourist offers by putting forward
authentic products. When deciding to visit a destination and
try its local food, tourists are searching for an experience that
is not solely limited to the taste, but engages all their senses.
Every dish has a story and every ingredient maps the
history of a destination. Tourists are curious explorers and
while there is an abundance of activities and offers at their
disposal, many prefer to travel with their taste buds and use
gastronomy and its unique offerings as a tool to discover local
and authentic flavours existing in harmony with the culture
and the history of the destination. This type of tourism also
appeals to the emotional aspects of visitors, as gastronomy
has the ability to create a narrative and can therefore attract
potential visitors through storytelling, which is bound to leave
a lasting impression.

Gastronomy tourism has been continuously increasing and
its importance has been recognized by many destinations;
in addition to its economic benefits, gastronomy has
demonstrated to be a major source of identity and pride
for local communities, drawing on an intangible heritage.
It is also able to attract tourist flows to less visited
regions, consequently generating spending in a way that
is more equitable throughout the entire region. This has
a widespread impact throughout the value chain and
contributes to economic development and opens doors to
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new opportunities. Gastronomy tourism fosters inclusive
and sustainable economic growth, social inclusiveness,
employment and poverty reduction, resource efficiency,
cultural values, diversity and heritage. With regard to this, the
contribution of gastronomy tourism is in line with the main
areas covered by the 2017’s International Year of Sustainable
Tourism for Development.

Repositioning the element of gastronomy within the tourism
sector cannot be done individually, regardless of how
powerful the agent involved is. The complexity of managing
a product of this nature requires synergy among a large
number of agents within a region. Increased recognition
of the benefits associated with gastronomy tourism has
brought about the need for public-private partnerships
in creating a successful promotion strategy, where both
sectors stand to gain much more working together than
they would separately. Furthermore, there is a need for a
compliant and transparent model that clearly defines the
guidelines and the common components everyone has to
respect in their contribution to the final objective. In addition
to this, ensuring successful product development through
good communication and promotion strategies, innovation
and sustainability is vital in designing a tourist experience
that reflects the identity of the region while simultaneously
preserving and enhancing its cultural heritage. A memorable
and authentic tourism experience could secure loyalty from
visitors, who become ambassadors of the destination’s
attractions for future tourists.

The World Tourism Organization (UNWTO) has a clear
inclination to act as a legitimate platform for understanding



and developing complex initiatives within tourism, such as
gastronomy tourism. It has decided to support the arduous
task of creating a model for gastronomy tourism through
the design of an innovative methodology that gives entities
the necessary legitimacy to carry out successful product
development as well as suitable management anywhere in
the world. The UNWTO Tourism Network consists of Member
States and Affiliate Members and highlights the importance
of gastronomy on a global scale. The Gastronomy Network
includes the designing of pilot studies or prototypes intended
to generate knowledge in the development of gastronomic
products, as well as provide viable models for proper
marketing, communication, and governance. Furthermore,
it engages in intense research and dissemination in annual
international forums and conferences, facilitates the
exchange of experiences, and provides a tool to enhance
the visibility of the destinations that are a part of it.

Against this background, the UNWTO Affiliate Members
Programme and its UNWTO Gastronomy Network are proud
to present the second edition of the Second Global Report
on Gastronomy Tourism. This report comes as an innate
response to the increasing significance of intangible culture
within the tourism industry as well as in destinations and aims
on highlighting the latest trend and examining the perception
of destinations on the Gastronomy Tourism Market.

To this end, | would like to thank all contributors that have
generously contributed to this report, especially our precious
Affiliate Members, namely, Agencia de Turismo de Galicia,
Agéncia de Turisme de les llles Balears (ATB), Agéncia
Valenciana del Turisme, Associacao Portuguesa de Turismo

de Culinaria e Economia (APTECE), Bournemouth University,
Céamara de Comercio de Bogota, Centro de Formacion en
Turismo (CENFOTUR), Culinary Tourism Alliance, Ernst and
Young (E&Y), Freixenet, Fundacion Universitaria  CAFAM,
George Washington University, Grupo Menus, Haaga-
Helia University of Applied Sciences Finland, Hong Kong
Polytechnic, Horwath HTL, Hungarian Tourism Agency,
International Center of Wine and Gastronomy, Japan Travel
and Tourism Association, La Rochelle Business School, Madrid
Destino, Madison MK, NH Hotel Group, Observatorio Turistico
del estado de Guanajuato, The Ostelea School of Tourism
and Hospitality, TripAdvisor, Universidad Anahuac México,
Universidad Autonoma del Estado de México, Universidad de
San Martin de Porres, and University of Deusto. | would also
like to show my appreciation to UNWTO Member States and
Associate Members that have also contributed their valuable
insights for this Report, namely, Bulgaria, Colombia, Flanders,
Indonesia, Slovenia, and Turkey.

| am confident that this report will serve as a hearty starter,
encouraging destinations to place gastronomy tourism
on the center of their table and to collaborate in order to
harness the potential of this market on a local, national and
international level.

Second Global Report on Gastronomy Tourism



As global tourism is on the rise and competition between
destinations increases, unique local and regional intangible
cultural heritage has increasingly become the discerning factor
for the attraction and amusement of tourists. Gastronomy
tourism has emerged as particularly important in this regard,
not only because food and drink is central to any tourist
experience, but also because the concept of gastronomy
tourism has evolved to encompass cultural practices and
include in its discourse the ethical and sustainable values of
the territory, the landscape, the sea, local history, values and
culture heritage.
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Gastronomy tourismembodies the traditional values embedded
in the development of modern day tourism in general.
These include respect for culture, tradition, authenticity and
sustainability. Gastronomy tourism represents an opportunity
to constantly revitalize and diversify tourism, promote local
economic development, involve many different professional
sectors and bring new uses to the primary sector. Hence,
gastronomy tourism contributes to promoting and branding
destinations, maintaining and preserving local traditions and
diversities, and harnessing and rewarding authenticity. Some
destinations use their unique cuisine for branding purposes.



The intangible cultural heritage of gastronomy differs from
that of traditional sites and monuments in that it evolves
and develops alongside its respective culture. Thus we
must take into account the emergence of new cultures and
traditions and recognize gastronomic tradition as a process
of continuous evolution. Gastronomy tourism is therefore not
just about preserving the past, but also about maintaining
authenticity in the future. The challenge for professionals
lies in making effective uses of public-private initiatives to
effectively innovate in order to adapt and subsequently meet
the needs of the new cultural consumer.

© Fikmik Dreamstime.com

Mindful of the above, UNWTO has been actively involved
in promoting gastronomy tourism over the years. The next
section will report on the most recent initiatives of the
UNWTO Affiliate Members Programmme.

Second Global Report on Gastronomy Tourism



Chapter 1:
Progress of UNWTO
Gastronomy Tourism Initiatives

- I A ¢ F

1.1
UNWTO Survey on
Gastronomy Tourism (20712)

In order to have a better understanding of gastronomy
and tourism, a survey on gastronomy tourism trends was
carried out in 2012 with the participation of 33 Affiliate
Members. The results of the survey provided a series of
conclusions which were presented in the 1st UNWTO
Global Report on Gastronomy Tourism in 2012.

The survey revealed that the traditional strategies in
the development of gastronomy tourism must evolve
into strategic tools to articulate the quality, variety and
uniqueness of local products and gastronomy of a territory.
It is also necessary for the stakeholders operating in the
destination to be involved in the definition and management
of gastronomy tourism product offerings. Key marketing
factors are: bringing chefs on board as interpreters of
the territory, the development of high-quality and credible
promotional tools — such as food guides — the organization
of events, the media and uses of the Internet and social
networks. Finally, it is important to establish co-operation
among all stakeholders in the value chain at the local level.

Second Global Report on Gastronomy Tourism
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Gastronomy Tourism (2016)

With the aim of presenting the current situation of
destinations around the world with respect to gastronomy
tourism, UNWTO in collaboration with its Affiliate Member,
MADISON MK, conducted an online survey targeting
UNWTO Affiliate Members including but not limited
to, DMOs (Destination Management QOrganizations),
educational institutions, marketing and consultancy
firms, accommodation providers, the meetings industry,
food and beverage providers and wineries to better
understand the perspective of the private and public
sectors on gastronomy tourism and its importance for a
destination.

The survey conducted was specifically aimed at gaining
a deeper understanding of the current stance of different
destinations with regard to gastronomy tourism, both
from the point of view of the public and private sector;
knowing their position and the degree of importance given
to gastronomy tourism as an engine of development of
the economy; and to know whether their promotion is
part of current and future strategic objectives. It responds
to the specific objectives: importance of gastronomy
tourism, promotion and strategy, measurement of tourism
experience, impact on the community / destination, as
well as opinion of gastronomy tourism.

The pool of respondents was composed of UNWTO
Members from 29 countries between the periods of June
to September 2016.

© Elkeflqg

1.2.1 Importance of gastronomy

tourism

A total of 77 responses were received in which 67.5%
of them were from Europe, 22% from the Americas,
7.8% from Asia and the Pacific and 2.6% from Africa.
The majority of respondents represented governmental
departments (41.5%) and not-for-profit organizations
(28.5%); as well as educational institutions (15.5%) and
private sector businesses (14.5%).

The majority (87%) of responding organizations believe
that gastronomy is a distinctive and strategic element in
defining the image and brand of their destination. The
other 183% of respondents who answered alternatively
selected VFR (visiting friends and relatives) as a main
motive to visit their destination.

With regard to the question of gastronomy being a driving
force for tourism development, the average of the answers
was 8.19 on a scale of 1 to 10 where 10 is “strongly agree”.

In general, the main reason why tourists decide to visit a
destination is the cultural motive, with nature as the second
reason and the gastronomy placing third, but more distanced
from the previous two. The following five motivational factors
are closer to each other as shown in Figure 1.1 on the next
page, especially shopping and health.

Second Global Report on Gastronomy Tourism
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Figure 1.1 Responses from Latin America

However, as evidenced by Figure 1.1, responses from
Latin America place a higher importance on gastronomy
as a promoter for tourism development than Europe.

1.2.2  Promotion and strategy

Approximately 70% of respondents have already targeted
gastronomy tourists as a market segment; however, only
10% of them believe that gastronomy tourism has enough
promotion in the destination. 65.5% believe that it is being
promoted, although insufficiently. More specifically, 46.5% have
a gastronomy tourism strategy in their respective destination’s
Tourism Action Plan. Irrespectively, all respondents have
carried out activities to promote gastronomy tourism and none
of them believe that targeting this segment of tourists has had
a negative impact in any way.

24.6% of organizations allocate a budget specifically for
attracting gastronomy tourists. The percentage that is
specifically allocated to gastronomic activities within the
organization’s annual budget is very heterogeneous. 31.2% of
these organizations indicate that it is between 1% and 9%,
while 6.3% apply 100%. This results in the average of 20.2%. In
addition to this, 12.5% think that gastronomy contributes less
than USD 10,000 to their organization, while 3.1% think that
gastronomy contributes more than USD 1 million. The following
Figure 1.2 on the next page demonstrates the breakdown of
activities carried out in the promotion of gastronomy tourism.
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These activities had positive impacts on organizations and
their promotion for gastronomy tourism in different areas.
Mainly, 77.2% believe that such activities increase the
positive media coverage, whereas 65% stated that it had
an impact on increasing web traffic, 59.5% on increasing
income from this type of tourism, 52.5% increased total
sales in food-related businesses and 44% on increasing
booking from this type of tourists. Only 14% stated that
these activities had no impacts at all. When asked about
the reason for not promoting gastronomy tourism, we
have frequently received the following answers:

e |t is not considered to be a travel motivation to visit their
destination;

e Due to limited budget;
e The potential of this segment is not yet realized;

e |tis planned to be promoted in the future as the trend is
growing; and

Gastronomy is not treated as an isolated product but as
part of the cultural tourism.

It is also important to note that when asked about the
negative impact of gastronomy tourists, all respondents
claimed to have no bad experiences resulting from
gastronomy tourists.



Figure 1.2 Breakdown of activities

1.2.3  Measuring the tourist

experience

The promotion of gastronomy tourism pre and during the
tourist experience is essential for the development of this
type of tourism; however, organizations tend to evaluate
the experience by measuring it with different tools. The
measurement of the tourist experience is essential for
improving, developing, understanding and overcoming
the challenges, as well as embracing opportunities.

68.5% of respondents evaluate and measure the tourist
experience, whereas 30% do not. The measuring tools
most frequently used are the following: surveys (79.5%),
direct feedback from tourists (77 %) and monitoring indirect
feedback and rating (mainly listening to the tourists on
social media) (61.5%).

Skaya | Dreamstime.com

The number of visitors is the indicator most used when
evaluating, as stated by 84% of the respondents, followed
by the visitor spending (daily spending on foods/drinks)
with 68.5%, new developments/initiatives with 63%,
tourism investment by the private sector with 44% and
number of food related events with 42%, in addition
to other indicators that were not listed with 12.5%.
When asked about co-operation with other agents and
organizations, 44% of respondents develop public-private
collaboration.

1.2.4  Local community

The potential of gastronomy to enhance the livelihood of
the local community has been valued at 8.53 points out of
10 with 80.5% of destinations rating its potential with 8,
9 and 10 points.

Second Global Report on Gastronomy Tourism



Taking the geographical area into account, it is observed
that in Latin America, the potential of gastronomy is given
greater importance in enhancing the livelihood of the local
community than in Europe.

Whereas the inclusion of local community is moderately
incorporated in 65% of the respondents’ strategy and
greatly incorporated in 17.5% of the respondents’
strategy, it is notable to mention that local communities
were present in all respondents’ strategy in different levels.

1.2.5  Opinions and advice

Gastronomy plays a significant role in the motivations for
travel and tourism, developing gastronomy experiences
for tourism is an attractive development strategy,
because it appeals to high yield tourism. In addition,
integrating gastronomy experiences into sustainable
tourism development in rural and outlying areas helps
to ease poverty. Because of the important relationship
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between gastronomy and other policy areas (agriculture,
food production, country branding and cultural and
creative industry), it is very important to develop an
integrated and holistic approach to policy development
and implementation. When asked about advice for the
development of gastronomy tourism, four points were
repeated by many respondents; 12% of respondents
shared the importance of public-private collaboration, 9%
advised to focus on specific food/products and unique
experiences, 4.5% advised to follow the trend as long as
you make sure to maintain the local cuisine, and another
4.5% highlighted the importance of training and learning
in tourism.

1.2.6  Conclusions

Throughout this survey, most of the respondents consider
gastronomy to be a distinctive element of their destination.
This is in line with the importance of gastronomy as the
driving force for the development of a destination and is



considered to be a very significant factor as shown by the
average point of 8.19 on the scale 1 to 10. It is worthwhile
to note that destinations in Latin America regard gastronomy
with greater importance in terms of its appeal to tourists
as compared to European destinations. In addition to this,
gastronomy ranks third among the main reasons for tourists
to visit a destination, after cultural motive and nature.

There is more that can be done in terms of the promotion
of gastronomy tourism such as adapting to current trends
while also maintaining traditional values. One thing to note
is the importance of public-private collaboration as an
essential instrument of co-operation for the development of
gastronomy tourism. This collaboration can be done through
co-operation with private companies, co-operation with
tourism offices and local entities, as well as co-operation
with national bodies.

Second Global Report on Gastronomy Tourism



The UNWTO Gastronomy Network is a forum in which
experts, destination management organizations, academics,
a wide variety of private sector stakeholders, Affiliate
Members and Member States can work together to promote
and shape the future of gastronomy tourism, providing the
ideal forum for public-private collaboration.

The UNWTO Gastronomy Network was officially launched
in September 2015 during the General Assembly held in
Medellin, Colombia. On this occasion, the meeting was
organized to introduce the UNWTO Gastronomy Network
to Affiliate Members and UNWTO Member States as well
as to define the Gastronomy Network Action Plan for 2016.

Mission

e |ncorporate gastronomy as a key resource in sustainable
tourism development by contributing to its visibility;

e Serve as a platform for private, public and academic
bodies to interact, share and access relevant
information, while benefitting from an unparalleled
platform to create, disseminate and implement
innovative concepts; and
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e To provide a legitimate framework for transparency in
public-private co-operation.

Vision

The UNWTO Global Code of Ethics for Tourism (GCET) serves
as the fundamental frame of reference for all the initiatives
of the organization promoting responsible and sustainable
tourism, including the UNWTO Gastronomy Network.
Addressed to governments, the travel industry, communities
and tourists alike, this comprehensive set of principles aims
to help maximize the sector’s benefits while minimizing its
potentially negative impact on the environment, cultural
heritage and societies across the globe.

Likewise, the UN Agenda for 2030 is a plan of action
for people, the planet and prosperity. It also seeks to
encourage global peace. It recognizes that eradicating
poverty in all its forms and dimensions is the greatest global
challenge and a requirement for sustainable development.
All countries and all stakeholders, acting in collaborative
partnership, will implement this plan. The 17 Sustainable
Development Goals (SDGs) are integrated and indivisible,



the goals balance the three dimensions of sustainable
development: the economic, social and environmental.

Against this backdrop, the UN General Assembly (UNGA)
has declared 2017 as the “International Year of Sustainable
Tourism for Development”.

All initiatives of the UNWTO Gastronomy Network aim to
enable destinations to develop gastronomy tourism in a
sustainable manner incorporating the steps set out in the
ambitious 2030 Agenda for Sustainable Development,
along with the 17 Sustainable Development Goals (SDGs)
that aim to, inter alia, — end poverty, protect the planet,
and ensure prosperity for all.

The UNWTO Gastronomy Network involves the
development of pilot projects and prototypes designed
to generate knowledge in gastronomy tourism, as well
as viable models for product development, effective
marketing, communication and governance models. It
also aims to present research and to disseminate it in
annual international forums and conferences, fostering the
exchange of experiences.

Second Global Report on Gastronomy Tourism
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1st UNWTO Global Report on
Food Tourism

Following the first survey, the 7st UNWTO Global Report
on Food Tourism was initiated by the UNWTO Affiliate
Members Programme in 2012.

This Report provides an analysis of the state of gastronomy
tourism through the aforementioned survey to UNWTO
Affiliate Members. It also includes the reflections of tourism
and gastronomy professionals with extensive experience
in international organizations, destination management,
tourism enterprises and in the field of training.

The aim of this Report was to obtain a comprehensive
understanding about the initiatives trending worldwide
relating to gastronomy tourism for possible inclusion
in the strategic thinking done by both the private and
public sector regarding policies for the development and
promotion of this segment.
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The first part of the Report addresses the importance of
gastronomy in the development of tourist destinations and
reviews the global trends in gastronomy tourism. It also
includes the results of the survey on the current situation
of gastronomy tourism.

The second part of the Report contains case studies on
gastronomy tourism, for example, international initiatives
such as Eurotoques, an organization of chefs from more
than 3,500 restaurateurs from 18 countries, the study of
the OECD on Food and the Tourism Experience, and the
Slow Food movement, which was founded in 1986 and
has expanded in over 150 countries.

The studies provide further examples of experiences in
gastronomy tourism shared by local, regional and national
tourism destinations, such as Brazil, Egypt, Georgia,



Kazakhstan, the Republic of Korea, Uzbekistan and the
Russian Federation.

This Report also includes the experience of business
organizations in the field of gastronomy tourism such
as Saborea Espafia / Tasting Spain, the first public-
private platform for the management and promotion of
gastronomy tourism of Spain; the Portuguese Institute
for Tourism Planning and Development (IPDT); the Hotel
and Gastronomy Business Federation of Argentina; Relais
& Chateaux, an exclusive collection of 475 hotels and
gourmet restaurants in 55 countries; and the Association
of Greek Tourism Enterprises (SETE).

The reflections of educational institutions are also
included; for example, the Basque Culinary Center in San
Sebastian, Spain, the National Confederation of Trade in

Goods, Services and Tourism of Brazil (CNCSENAC) and
the Ecole Hoételiere de Lausanne, who share their vision
and discuss the role of human resources training in the
development of gastronomy tourism.

Second Global Report on Gastronomy Tourism



UNWTO Wine Tourism
Prototype: A Joyful Journey

14 Y

UNWTO Affiliate Member Programme together with
Affiliate Member, Foro de Marcas Renombradas Espafiolas
(FMRE), have joined forces to develop a tourism prototype
that aims to provide a new innovative way to promote
and showcase Spain and its lifestyle through the member
wineries of FMRE in order to meet the demands of newly
emerging consumer profiles. UNWTO has also developed
the prototype’s technical design, brand image, product
development, communication plan and governance model
for its management. This project can be adapted and
adopted in other destinations that meet the standards set
out in the prototype.

UNWTO has also studied the impact on the cultural,
economic, social and environmental heritage of their area
of influence. The study was presented at the 1st UNWTO
Global conference on Wine Tourism.

Second Global Report on Gastronomy Tourism
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1.6
UNWTO World Fora on Gastronomy
Tourism

1.6.1 1st UNWTO World Forum on
Food Tourism (San Sebastian,
Spain, 27-29 April 2015)

The 1st UNWTO World Forum on food tourism was
organized in 2015 with the aim of enhancing the
management quality of the public and private sector in the
field of gastronomy tourism. The event was organized by
UNWTO and the Basque Culinary Centre in collaboration
with Basquetour, the Provincial Council of Gipuzkoa and
Donostia-San Sebastian Tourism.

At this forum, leading experts in gastronomy tourism reflected
on the current situation and challenges of this segment in
the areas of management, the development of events and
communication strategies in order to boost the professional
development of the sector, the exchange of experiences and
the identification of best practices worldwide.

Based on the Forum, UNWTO published the first set of
conclusions:

e Food tourism is a cross-cutting segment
incorporating various economic sectors: Depending
on the person and the motivation behind the trip,
culinary expectations can vary. Moreover, it is difficult to
identify a food tourist, as many of their interests overlap
with those of conventional tourists.

Kasto80 Dl:eq.mst:i me.com
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e The commitment of sustainability: Although the
tourism sector makes a significant contribution to the
GDP of countries and job creation, the sustainability
of this growth should be taken into consideration.
Sustainable food tourism should incorporate the
three pillars of sustainability defined by UNWTO:
environmental (reducing emissions), sociocultural (the
authenticity of a destination) and economic (equitable
distribution).

e The challenge of globalization: Promotion should be
global, but the experience local. Food tourism is a form
of cultural preservation and should be configured around
the quality and authenticity of the product and territory.

e Food tourism is a catalyst for the local economy:
Food tourism provides the opportunity for job creation
and the development of local economies, which in
turn positively affects other sectors. It is also a major
contributor to overcoming seasonality.

e Coordinated efforts: Food tourism should be inclusive
and collaborative, adding value and bringing together
the efforts of all stakeholders in a territory. This co-
operation is essential when taking into account small
local production with weaker tourism infrastructure.
Local branding is equally as important as regional
branding. A single, coherent message developed
by all parties involved and those associated with the

Second Global Report on Gastronomy Tourism



destinations’ brand is a challenge that cannot be
addressed without qualified professionals.

e The importance of people and the story: People and
their stories humanize an experience, making it attractive
to visitors. Storytelling should be innovative, building a
narrative about the food in a destination, looking for
new angles that reflect the points of difference. The
digital era multiplies channels, promotes conversations
and creates new audiences.

e The food tourist is also a prosumer: Control of the
tourist market has shifted from producer to consumer,
to the traveller who is not seeking a service but an
authentic and memorable experience. Progressively,
tourists are more educated, demanding, exercise
criticism and share experiences online.

e Pairing gastronomy: Work is needed to position food
tourism in the front lines of destinations’ strategies.
All destinations have “gastro” potential, but it is
important to create holistic food tourism experiences.
Food tourism is to be paired with the ingredients of
landscape, culture and history.

¢ In a competitive global market, innovation must be
ongoing, but it is equally important to maintain identity
and authenticity, as heart of the story.

2nd UNWTO World Forum on
Gastronomy Tourism (Lima,
Peru, 27-29 April 2016)

1.6.2

Following the success and interest generated from the
1st World Forum, the 2nd UNWTO World Forum on
Gastronomy Tourism gathered over 2,000 participants
from all over the world to discuss research and latest
trends in gastronomy tourism.

This edition’s focus was designed to specifically address
four main areas:

1. Challenges in gastronomy tourism;
2. Best practices;

3. Professional training; and

4. Innovative product development.

The Forum also contributed to advancement in knowledge
of the enhancement of professional development of the
sector for all food tourism destinations from emerging
to established, by providing a space for exchange of
experiences and identification of best practices globally.
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Based on the Forum, the following conclusions were
presented:

e Prominently featuring the raw materials and the different
components of the extensive value chain involved in the
gastronomic experience, such as agriculture, fisheries,
livestock, the market culture and distribution, along with
associated aspects of traditional cuisine are strategic
elements. Traditional crops and historical roots are part
of this concept. Also, the inclusion of local communities
in this activity is essential.

e Gastronomy tourism must be based on the wide variety
of forms of consumption and must be able to feature all
aspects and approaches, including the most popular
and social styles such as every day and family dining.

e Gastronomy tourism is a tool for promoting all kinds
of resources. Thus, cultural diversity and biodiversity
become key tourist attractions. Special mention should
be given to the preservation of heritage in all its forms,
tangible and intangible.

e Social and economic changes have led to greater
importance being given to environmental, cultural, and
ethical concerns, as well as to issues related to health and
lifestyle, and gastronomy tourism should include criteria
relative to responsibility, solidarity and sustainability.

e Proper management of gastronomy tourism should
include a firm commitment to research. Furthermore,
the training that gastronomy tourism requires should
be multidisciplinary, flexible, and evolutionary. It
should encourage creativity and entrepreneurship and
incorporate the latest trends so they can be applied
quickly in the sector. Networking is also a key tool for
learning and this can be enhanced with gastronomy
fairs and forums. All this is especially important in the
training of new talent for the future.

e The practice of diplomacy through gastronomy or
“gastrodiplomacy” is an element to consider in the field
of gastronomy tourism and in the use of tourism as a
way to promote understanding among peoples and
bringing them closer together. Gastrodiplomacy will be
discussed thoroughly in the following chapter.

e Thekeystosuccessforthe proper management of gastronomy
tourism on the part of the destination and for generating
successful gastronomy tourism products include the following:
leadership, creativity, teamwork, long-term vision, courage and
setting ambitious goals. Teamwork involves collaboration at all
levels, i.e., public-private, public-public and private-private. In
this regard, the concept of “competition” is highly relevant. It



also requires the establishment of a clearly defined roadmap,
a comprehensively developed communications strategy and
a clear commitment to continuous innovation processes.

e Gastronomy tourism management should include
elements of transparency and consumer protection.

e The UNWTO can actively support the promotion of
gastronomy tourism in different countries, in terms of
both knowledge and the practical application of product
creation models, through its Gastronomy Network and
Prototype Methodology.

The conclusions from the workshops are provided below:

28 April
Panel 1: Challenges in gastronomy tourism

Table 1: Erik Wolf, Executive Director, World Food Travel
Association (USA)

e Awareness should be built starting from the family
around the appreciation of food and good eating, you
must create a “Food Culture”.

e Tourism projects must be self-sustaining.

e Investment in the training of young professionals in
tourism is of vital importance and should be supported
by local and national governments.

e |In Panama, people are said to have forgotten what their
local cuisine was as international cuisine has gained so
much ground.

e The country has to first work on its infrastructure before
aiming to become a “global power in gastronomy”.

Table 2: Leonid Gelibterman, President, International Center
of Wine and Gastronomy (Russian Federation)

e FEvery country that wants to strengthen its culinary
identity and wants to stand out from their competitors
must break the stereotypes about the aliments
consumed in their daily diet.

e The country must have confidence in their potential to
compete with large gastronomy destinations such as
Spain, Italy and France.

e Educate the gastronomy traveller through educational activities
on the country’s own kitchen; complete with international
gastronomy events that position the local gastronomy.

Create gastronomic routes that highlight local products
and enhance their uniqueness and identity. The creation
of the route of quinoa is a clear example.

To create a gastronomic route with a unique identity, it is
necessary to involve not only the tourism and culture sector
but also those in charge of agriculture, health and transport.

The difference between a tourist destination with a variety
of restaurants serving good food and a gastronomy
tourist destination lies in the inherited identity of the place
and the involvement of the communities working in the
production chain.

The experience of eating has no language barrier as senses
are involved. On top of this, it is a very human experience
as it is about sharing a table and eating.

The current globalized world encourages cultures to be
curious about the gastronomy of distant countries. In
the past, the unknown was unreliable and scary. Today,
the digital age allows people to get closer to foreign
gastronomy by gaining access quickly and easily to first-
hand information. This encourages travel to a destination
to experience it.

Focusing always on promoting the regional cuisine,
differentiating from one another and the local attributes. For
example: Andean cuisine (typical products of the region),
gastronomy in cities near the sea and gastronomy from the
tropical jungle all use natural resources from the region.

Table 3: Pierre Sanner, Director, Mission Francaise du

Patrimoine et des Cultures Alimentaires (France)

France has developed the project “Cities of
Gastronomy”, which consist of cultural spaces with
tourism facilities dedicated to gastronomy through the
implementation of specific projects. This project has
been launched in 4 major cities of France:

o Lyon (Thematic health and nutrition) scheduled for 2018;

o Paris/Rungis (theme of “terroir” and gastronomic
treasures) scheduled for 2024; and

o Tours (University of gastronomic sciences & food studies).

This concept celebrates the way in which individuals
and families around food, celebrating life together.

In other countries this concept is developed, as in the
case of Belgium, with beer and Switzerland with the
feast of vineyards — Vevey.

Second Global Report on Gastronomy Tourism
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e Government involvement in the development of the
gastronomic cities has been decisive.

e For the development of the gastronomic cities, the
following have been considered:

o Teach local children to keep their traditions and
cooking classes to maintain good health (learning to
eat healthy);

o Creation of a university of gastronomy, which
includes a research center;

o Necessity to identify an inventory of local recipes for
promotion.

Table 4: Tadataka Shimotakehara, President and CEQO,
Shimotakehara, Ibusuki Hakusuikan Ryokan (Japan)

e Organic food is a type of food that everyone should
know and consume in order to avoid disease such as
cancer. Some foods contain detoxifying properties that
can help cure diseases.

e The Ryokan hotels offer an authentic Japanese style in
all its facets. Guests can experience a more pleasant
stay and discover the healthy Japanese style, from the
facilities to meals.

e The food offered by Ryokan Hotels are prepared based
on organic, healthy and easily digestible products which
helps to greatly improve the health of people.

e Peru and Japan should work together and reach an
agreement on issues related to the promotion of the
culture of eating healthy.

Table 5: Francisco Maass
e Food must be the instrument through which a nation

reflects its identity, traditions, the value of their wives
and regional food.

Second Global Report on Gastronomy Tourism
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e Food should not be considered a fad or a trend. It is
a vehicle for inclusion, economic development and
national cohesion.

e Developing synergies between the public and private
sectorisimportant. The state must provide the platforms
and conditions for the appreciation of gastronomy, as
well as support tools and empower local actors.

e Value chains must be integrated, from the field to the
table and from producers to diners, in a sustainable and
planned manner.

e The role of schools and universities is key, since we
must work on the design and implementation of
products and gastronomic routes that integrate inputs
to specific attractions and / or geographical areas.

Table 6: Lander Imaz, Marketing Director, Basquetour

e A person involved in the development of gastronomic
routes must be sensitive to the issue of maintaining the
relationship between culture and gastronomy and the
value put into the products.

e There cannot be gastronomy tourism without a system
to support the empowerment of stakeholders through
the exchange of knowledge.

e |t is more convenient to first develop implementation
policy at the local level and then launch them at a
national level.

e Gastronomy has become an integrated axis of tourism
in some locations.

e Promoting the funding of projects in the areas of
innovation is key.

e A re-evaluation policy is fundamental when talking
about tourism and raising awareness of local culture on
the value of heritage and know-how.
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Panel 2: Best practices in gastronomy
tourism

Table 1: Inaki Gaztelumendi, Technical Coordinator,
Global Forum on Gastronomy Tourism

e The development of gastronomy tourism
strategies that focus on the value.

requires

e [t is very important to identify the components of the offer
such as: restaurants, markets, culinary activities, events, etc.

e |t is worth noting the importance of chefs around the
world and their immense contribution to gastronomy.

e In Peru, chefs are eloquent and have become
ambassadors of their culture, which does not happen
with chefs from other countries.

Table 2: Rebecca Mackenzie, Director, Ontario Culinary
Tourism Alliance (Canada)

e Gastronomy tourism must be developed around a clear
leadership, clearly defined objectives and an integrated
strategy that involves the local communities to ensure
we develop tourism products with a long — term social
commitment.

® The promotion of the product must be made using the
media and digital tools such as social networks. It is
important to offer experiences that not only offer food
but also are related to other activities (adventure sports,
guided tours, archeology, etc.).

e The gastronomy product has to integrate the different
stakeholders of the local communities such as the
producers, the government and private companies.

e The product promotion strategy must deliver a clear
message and include elements such as storytelling
around the production process of the raw materials.

e Openness to new marketing strategies is necessary to
promote a destination abroad. Examples of marketing
actions include the invitation of journalists, bloggers
and individuals who can share their experiences.

Table 3: Manu Narvaez, General Director, San Sebastian
Turismo

e The involvement of the local government and relevant state
agencies is fundamental in the development of gastronomy
tourism and all activities that can develop around it.

e The tourism product price must be fair and set in a way
that it benefits both tourists and local communities.

Table 4: Wantanee Suntikul, Professor, The Hong Kong
Polytechnic University (China)

e Gastrodiplomacy serves as a tool for gastronomy
promotion, through the presence of restaurants
outside the country. It is fundamental to ensure that the
authenticity is preserved, through the preservation of
techniques, raw materials and tools used.

e |nstead of sustainability, it is better to use the term
gastronomic responsibility. It is difficult to achieve no
negative impact at all, but we can at least work towards
mitigating its negative effects.

e Gastronomy tourism means travel and
ancestral traditions through its gastronomy.

learning

e The interpersonal relationships are important and in
the sense that they listen to the local communities’
recommendations.

e The country shows an important emotional bond
through their food.

e The best tools to promote gastronomy are gastronomy

classes, as professors act as ambassadors of the
destination.

Second Global Report on Gastronomy Tourism



e |t is important to develop “Polilateral Strategies”, as well
as encouraging coordination and synergies between the
public and private sectors and entrepreneurship.

Table 5: Mitsuharu Tsumura, Chef, Maido (Peru)

e The discussion evolved around the Nikkei gastronomy,
mentioning various success stories of public-private
partnerships to enhance the value of products from
different regions.

e The intervention of the Ministry of Trade, Tourism and
Production made possible the implementation of several
programmes such as “From my Land a Product”, “Let’s
Eat Fish” that give producers the opportunity to display
their products on the market, promote them efficiently and
improve their processes (best practices).

e |ssues such as biodiversity, sustainability and local
development were also discussed.

Table 6: Ben Lynam, Head of Communications,
The Travel Foundation (United Kingdom)

Main topic: The Travel Foundation (Turkey).

e The project is based on collaboration between the
different actors in the supply chain and aims to promote
the authentic culture and local food production.

e Tourists have the responsibility to support these projects.

e The project links local producers to the supply chain
-hotels destination.

e The promoters are the local operators (hotel chains) who
promote the local production and local consumption.

e The project began with three tour operators who received
the adequate training.

e A certification was developed to establish a quality
standard and coordinate promotion strategies.

29 April
Panel 3: Product development in
gastronomy tourism

Table 1: Yolanda Perdomo, UNWTO

Main topic: UNWTO Prototype, a tool to maximize the
potential of a destination.
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e The private sector stakeholders, despite their
differences, must come together to learn to work
together towards a common goal: to develop and / or
promote a destination.

e While the public sector should lead people’s training
in order to ensure quality standards in service, the
private sector cannot ignore this issue and should also
participate actively in it.

e The different agents (restaurants, tour operators,
associations, local governments, etc.) must create
different spaces such as festivals and events to promote
the destination during the different seasons.

e |t is important to gain international experience through
internships to increase our knowledge on best practices
in a destination promotion.

e A destination can be promoted indirectly through a
product; once the product is known internationally,
people become highly interested in discovering the
place of origin as well as the farming and production
process processing. Example: quinoa.

Table 2: Veronica Mausbach, Director, Vintura (Argentina)

Main topic: Product development and experience in
gastronomy tourism.

e The success of a gastronomy tourism product lies in the
inclusion of interactive activities that allow the tourist to
live an experiential and sensory experience. They can
be simple things that do not cost a lot. It is a matter of
imagination and innovation.

e \Working together with the state is necessary to succeed.
The state should provide support by creating the destination
branding and coordinating the different agents involved.

e |t is important to have a long-term and global vision.
Table 3: Dirk Lubbers, Director, Heineken Experience (Holland)
Main topic: “Heineken Experience”.

e The product should not only focus on the brand but go further
by creating a story and delivering the production process.

e The product must include attractive elements to ensure
the experience lasts longer. For example, Heineken has
developed a mobile application that provides a list of
restaurants selling Heineken drinks. The information is
also disseminated through social networks.



e The pillar in tourism product development is human talent as

it generates a unique brand engagement through experience.
Employees become ambassadors of the product providing
tangible value to the consumer.

Self-assessment should be a number one priority and work
should be evaluated on a constant basis (every day) to
identify gaps in the value chain so that they can be corrected
immediately.

Innovation must be part of the experience to ensure it lasts
over time and priority should be given to the interactions
between people. At the same time, the essence of the
experience and the authenticity of the product must be
preserved. Example: while a lot of interaction takes place
between the employees and the customer, one of the
priorities is to provide hygienic services first.

Table 4: Gaston Solari, Director, Agroland-Punta del Este

(Uruguay)

Gastronomy is not confined to eating and liking what you
eat, it is also about identifying why you like it with all your
senses.

The value chain reflects the actions and activities of the
company.

Within this, we must create a value offer that is unique in the
market (producer, product and production process).

Uruguay is very careful with its natural heritage, it cares for its
environment and seeks to preserve its nature as well as the
lifestyle for future generations.

The good entrepreneur quickly identifies an opportunity and
coordinates the necessary resources, while bearing in mind

the idea of innovation and knowing how to cope with risk.

It is important to be able to identify who is the client in every
sense of the word.

Have good culture of food and beverage production.

Table 5: Fernando Olivera Rocha, Secretary of Tourism,

State of Guanajuato (Mexico)

e Constant innovation is fundamental. Even if the quality of the

product is internationally recognized, one should not allow it
to stagnate and must constantly innovate or otherwise, it wil
be difficult to maintain their competitiveness.

e The integration of the different actors is necessary to

develop a gastronomy tourism product and ensure a

quality experience. We must all work together — society,
local government, regional and central, students,
entrepreneurs — and must be aligned around a single
objective.

The state involvement is necessary and should get
involved during the first years of the government’s
mandate (first or second year of government, otherwise,
it is too late). However, these projects should be
oriented towards a long-term objective and should be
continued if there is a change of government.

The entrepreneur is enthusiastic and committed but
lacks the necessary resources. The government
should support business development and traineeship,
achieving better entrepreneurs. Particularly, the
government should promote the following initiatives:

o Brainstorming and workshops for potential ideas.

o Evaluation and field visit by a tour operator: they
have the ability to recognize the selling capability of
a destination.

o Certification rewarding the best ideas and
programmes to ensure compliance with quality
standards.

o Funding programmes to support projects with great
potential.

o0 Make clear that “all the experiences around the main
product add value to it” and that it is the best way to
involve the local community.

Gastronomy tourism must take into account three key
motivational elements:

o Endemic Ingredients: what are the agricultural
products you are a leader in producing? Do they
have the potential to become a tourism product? If
so, develop it and make it become your main goal.

o Designation of origin: It represents a unique value
that we must seize to maximize the promotion of our
destination. Example: only five Mexican states have
the designation of origin of tequila which implies that
they are the only territories having the right to grow
raw material for the production of Tequila.

o International recognition confirms the quality of your
product. Example: Quality wines from Mendoza
exceeding 98 points in recognized international
ranking.
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Table 6: Manuel Villacorta, Nutrition and diet expert (USA)

e Definition of superfoods: products with ahigh concentration
of nutritional benefits (nutrients and antioxidants, vitamins
or minerals) that are good for the health.

e Encourage and educate the population to consume
Peruvian superfoods while preserving their nutritional value.

e Give importance to patents recognizing products
originated from Peru in order to market them abroad.

e Peru has a wide variety of indigenous superfood.

Panel 4: Training and skills in
gastronomy tourism

Table 1: Joxe Mari Aizega, Director,
Basque Culinary Center (Spain)

e Gastronomy adds value to the tourism experience as
it highlights the identity and local culture with tangible
products (dishes and typical input / native).

e Tourism products must integrate gastronomy as a
component and since human resources add value to it,
we should educate and train employees.

e |t is vital to meet the market needs, hence the
importance of training professionals who can respond
to the market’s demands and reality.

e A good gastronomy tourism professional must be an
excellent communicator with sensory abilities, who can
successfully link the kitchen and the tourist, and who is
able to design products and create unique experiences.

Table 2: Madeleine Burns, National Director, CENFOTUR (Peru)
e Gastronomy is a process in which all stakeholders should

participate. For example by focusing on regional cuisines
and working directly with those responsible in every location.
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e |tis necessary to develop local capacity and competence,
dealing with it in an interdisciplinary manner with the cooks,
travel guides, service providers, employers, and others.

e The definition of technicians’ profiles and professionals
should be done through a process that actively involves
the private and public sector. It is the responsibility of
everyone to uniformly prepare the young people entering
the labor market to respond to its needs. The best
example of this is the Functional Map CENFOTUR which
drafts occupational profiles based on competencies.

e As cities develop and lifestyle changes, we need more
schools adapted to the evolving reality. The educational
model needs to constantly change.

Table 3: Javier Gonzales Vizcaino,
Baja Culinary Art School (Mexico)

e Academicrigor and a multidisciplinary basis in education
are essential elements in the formation of professionals
and technicians of the gastronomy tourism sector.

e |t is essential to preserve the authenticity, techniques
and products based on gastronomy and transmit them
to future professionals. For instance, the designation of
origin of the products is a tool for the preservation of
ancestral processes.

e |tis necessary to build a lasting relationship between the
school and students, even after graduation. The school
must provide the platforms to bring the students in the
labor market and generate lasting working relationships
with the alumni network.

e |t should promote and encourage the development of
master’s degrees in gastronomy, specialized teachers
and implement various tools for the appreciation of the
culinary traditions.

e Schools must invest in research and development, it is
essential for students to actively create knowledge as part
of their curriculum, starting from the first cycle of their study.



Table 4: Franklin Carpenter Fernandez, Director, School
of Gastronomy, Hospitality and Tourism, Universidad
Tecnoldgica de Chile — INACAP (Chile)

Gastronomy highlights local traditions and local
resources, links local people and visitors and also
becomes an important source of income.

Gastronomy educational degrees must adapt to market
demand and focus on four attributes: sustainability,
flexibility, creativity and excellence.

Tourism should be associated with the gastronomic
identity of the territories.

The current trend is to generate 2.0 chefs that are
educated according to current trends and are capable
of promoting their cuisine internationally.

The main skills in a gastronomy career are: an attitude
of service, be managers of experiences, be service
providers, be creators of experiences, develop
sustainable practices and be a user of technology.

Table 5: John Mulcahy, Head of Food Tourism, Hospitality

Education, & Standards, Failte Ireland

Create a memorable dining experience that involves
combining local products with good service (local
hospitality) so you can tell a story to tourists and create
a unique experience for them.

The value chain in tourism in Ireland involves primary
suppliers (both farmers and artisans), distributors,
hotels, restaurants, as well as NGOs, educators, media
and government.

The teaching of tourism should be directly linked with
practical training in the private industry, which must be
committed to having an educator role.

The entrepreneur not only needs a good business idea,
but it also requires the necessary education to plan

a strategy that improves the business and makes it
sustainable.

Table 6: Giacomo Bassilio, Coordinator, Slow Food (Peru)

e Slow food: global movement with over one hundred
thousand members. Seeks to change the system of
food distribution.

e Ark of Taste: project created to address the threat of
standardization of flavors. Focuses on defining what
the appropriate sales channels for ingredients are and
summarizes the information in an online directory where
every ingredient has its own information sheet (listing its
origin, history, related traditional recipes, etc.).

e |nitial project in Colca Valley supported by International
Fund for Agricultural Development (IFAD). ldentifies
communities, maps the territory, and chooses to run
projects stronghold. Examples: Callalli, Tuti and Yuta.
Eg driven Products: Red Lluta cheese, beans Tuti.

e To understand gastronomy is to understand the food
and its history (actors involved, context, geographical
space, cultural identity).

e Coordinate the tourism routes by taking into account
the trails of traditional products. Importance of adding

value to the products through designations of origin.

e A major challenge is to tackle malnutrition and
conditions that farmers face today.
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1.7
1st UNWTO Global
Conference om\Wine Touris

Wine tourism is attracting considerable attention in many
regions around the globe and a number of destinations
have embarked on vigorous wine tourism development
programmes to harness the economic, social and cultural
benefits it can bring to the destination. The link between
wine tourism, cultural identity, history and lifestyle and the
important contribution of this segment to the development
of tourism have been widely discussed on the occasion of
the 1st UNWTO Global Conference on Wine Tourism held
in the Kakheti region in Georgia, on 7-9 September 2016.

The event gathered over 200 participants including
representatives from Ministries, Destination Management
Organizations (DMOs), National Tourism Organizations
(NTOs), and tourism experts from nearly 50 countries.

The event primarily focused on recognizing the immense
potential wine tourism can offer as a catalyst for the
development of a region and attraction of a destination.
Among others, the various debates revealed the latest
developments in the industry, the challenges and
opportunities the segment can offer, while exploring in detail
the dynamics involved in successful product development
and promotional strategies of wine tourism destinations.
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The conclusions derived from the conference are
presented herewith:

1.7.1 Support of the public sector

As with any business environment, the political situation and
the culture of the destination must be correctly assessed
when considering opening a wine business. Indeed,
adequate infrastructure, an extensive transportation
network, a stable political situation and an open business
mentality are necessary to foster the opening of new wine
businesses and facilitate the attraction of foreign investors
to the destination. At the same time, the engagement of
the government is of vital importance to foster coordination
and efficiency within the segment. Some good examples
of public initiatives include the creation of a platform
for all stakeholders of the wine tourism value chain to
stimulate co-operation and the implementation of quality
standards to ensure the industry delivers the best service
to the visitor. Moreover, the support of the government in
developing a national promotion strategy is important to
properly position themselves as a wine tourism destination
and give visibility to the existing tourism products.



1.7.2  Public-private collaboration

Many potential benefits can be derived from the public
and private sector working together towards regional
development and for the creation of a regional brand.
Some of these benefits are mutual while others are enjoyed
more by one sector over the other. However, both sectors
stand to gain much more working together than they
ever would separately. Similarly, co-operation between
competitors, both at a local and regional level, is crucial
to create a successful wine tourism destination. Indeed,
the exchange of knowledge and information through
coordination among rivals may foster the development
of a consistent wine tourism offer and a homogeneous
quality of service, which will in turn benefit the perceived
image and appeal of the destination. In short, new wine
tourism products should support the existing ones. Along
these lines, established wine tourism destinations should
share their experience with emerging regions to address
the existing challenges while simultaneously fostering
innovation and knowledge generation in the sector.

The wine tourist

1.7.3

Tourism, as a service industry, is characterized as a
demand-driven sector. Wine tourism should therefore
take into account the motivational factors behind the trip
and incorporate them in the tourism product. Three wine
tourist profiles were explored during the conference:

1. Wine expert, who has an extensive knowledge of wines and
visits the winery for buying, tasting and learning about wine;

2. Wine lover, who likes wines, has some experience in
tastings and is eager to deepen his/her knowledge; and

3. Occasional wine tourist, or wine curious, who has a low
to moderate interest in wine, is motivated to visit the
region by non-wine reasons and wineries are seen as
‘just another attraction’. He/She is satisfied with basic
knowledge of wine.

Focus should therefore be placed on wine lovers and
occasional wine tourists, as they represent the most
important portion of the tourism segment. Lastly, experts
agreed that consumers perceive every wine as having
a unique quality, which differentiates it from other wines
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from other regions. This perception broadens the possibility
of developing new wine tourism destinations, as it implies
that wines perceived to be of high quality can be produced
everywhere.

1.7.4  Product development: local

and authentic in a global
world

A successful wine tourism product must be correctly linked
to its environment. Over the centuries, wine has been an
integral part of the cultural, historical and traditional heritage
of a region and has contributed to shaping its identity as well
as that of its inhabitants. If well-planned, wine tourism can
become a powerful tool for enhancing and preserving the
cultural heritage of the region. To achieve this, the derived
wine tourism product must go beyond mere wine tasting
activities and instead, allow the visitor to discover the local
characteristics such as the natural, historical, artistic and
gastronomic assets of the region. In short, it must connect
the product to its surroundings by offering a complete
experience. Visits to neighbouring museums, outdoor
activities and wine-related events such as wine festivals are
just a few examples of the possible activities that could be
offered. In short, an experience designed for tourists must
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reflect the identity of the region, be authentic, and preserve
the traditional wine-making methods of the country.

In line with the above, wine routes provide an excellent means
to successfully link the winery with the local community as
well as other wineries. Here, a good communication strategy
and the promotion of the other wineries are keys to further
developing the wine tourism destination. Additional keys to
success in product development that were mentioned during
the conference include the good quality of the product, the
uniqueness of the experience and of the delivered service,
innovation and sustainability.

The UNWTO prototype methodology provides a useful tool
to identify the existing correlative relationship of the wineries
and their surroundings, such as their influences on local
and regional history, socio-economics and culture. The
derived relationship creates the framework for a product
to experience the region through its wineries and their
surrounding environment. This methodological tool can
be adapted and replicated in different regions, allowing
for destinations to be promoted through their oenological
framework by emphasizing other aspects such as culture,
history and tradition.



1.7.5  The importance of narrative:

defining and telling a story

The “experiential economy” is one of the most important trends
in travel, and is particularly relevant to wine tourism. The wine
experience is not only driven by wine, but also the people and
community behind the product. As mentioned earlier, travellers
want to feel immersed in the culture of winemaking to discover
the identity of every winery and wine region which is shaped
by the history, culture and people: in short, listen to a story. A
successful wine destination will therefore be one that provides
an authentic, unique and emotional experience. It is important
to note that the stories should be clearly articulated and
consistent with the traveller’s perceived image of the region and
the country. Winemakers and wine destinations should therefore
put emphasis on people when creating their narrative, which, if
well-designed, presents a possibility for emerging wineries and
destinations to compete with well-established ones.

1.7.6  Challenges

Discussed challenges include the political requirements
associated with opening a business in the region, industrial
requirements and the difficulty in achieving coordinated public-
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private collaboration. As far as the political environment is
concerned, the primary challenges cited were the lack of
financial and legislative support from the local and state
governments’ leaders, revealing the need to educate
governmental authorities on the benefits associated with the
development of wine tourism for a region. Additionally, a poorly
developed transportation network may discourage travellers
and affect the development of a wine tourism destination.
Industrial challenges are linked to the technical knowledge,
natural resources and required investments for producing wine.
Experts also mentioned difficulties related to the communication
strategy and the growing importance of social media, which is
not always easy to manage. They also stressed the need to set
up guidelines for wineries to handle both negative and positive
feedback on user-generated content sites such as TripAdvisor
and Yelp.

1.7.7 Communication

In many cases, travellers are not correctly informed
about the various possibilities offered by wine tourism,
mostly because wineries and destinations lack a proper
communication strategy. The creation of dedicated websites,
the organization of press trips to wineries and a coordinated
internal promotion strategy between wineries in the same
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region are some solutions that were proposed during
the conference. The use of modern technologies, such
as social media and mobile apps, were portrayed as an
important communication strategy to efficiently promote
a wine destination. At the country level, wine tourism
should be aimed at promoting the country’s authenticity
which should be reflected in the national brand promotion
strategy.

1.7.8

Experts pointed out that training in wine tourism should
put primary emphasis on the product, followed by the
quality and uniqueness of the service delivered. Indeed,
the experience and hospitality offered to the tourist were
described as being equally important as the quality of the
product, thereby allowing wineries to differentiate from
their competitors. In addition, experts agreed that lifelong
talent development should be further cultivated, starting
from an early stage in schools and being continuously
offered to professionals through training and seminars.
Lastly, education should focus on fostering the set of
values required from a wine entrepreneur, who should
be passionate, emotional, and have a great sense of
teamwork.

Education
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1.7.9

Conclusions

Today, wine tourism undoubtedly represents a promising
segment with immense opportunities to diversify the
tourism panorama. Indeed, gastronomy and wine have
become key components for experiencing the culture
and lifestyle of any destination as well as a growing travel
motivation. As discussed, a successful wine tourism
product must be intimately tied to the environment,
which can be achieved by incorporating the artistic,
cultural, gastronomic and natural elements of the region
in designing the wine tourism product. This, combined
with  efficient management and a well-organized
communication strategy, will result in a unique, authentic,
and innovative experience that will charm and inspire any
traveller. Well-developed wine tourism can emerge as a
powerful tool to acquaint the traveller with the richness
of the terroir, consequently becoming a powerful catalyst
for socio-economic development and the enhancement of
the cultural heritage of a tourism destination.
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Georgia Declaration on Wine Tourism

Fostering sustainable tourism development through intangible cultural
heritage

As global tourism is on the rise and competition between destinations
grows, unique local and regional intangible cultural heritage has
gradually become the discerning factor for the allure and enjoyment of
tourists. Gastronomy tourism has emerged as particularly important
in this regard, not only because food and drink is central to any tourist
experience, but also because the concept of gastronomy tourism
has evolved to encompass its cultural facets and link to local culture.
Incorporated into its discourse are the ethical and sustainable values
of the territory, the landscape, the sea, local history, values and cultural
heritage.

Wine tourism, as a crucial component of gastronomy tourism, has
evolved into a key element for both emerging and mature tourism
destinations in which tourists can experience the culture and lifestyle
of destinations while fostering sustainable tourism development.

We, the representatives of World Tourism Organization (UNWTO)
Member States, UNWTO Affiliate Members, tourism administrations,
international and regional organizations, the private sector, academia
and civil society, gathered at the 1st UNWTO Global Conference on
Wine Tourism, organized by the World Tourism Organization (UNWTO)
in collaboration with the Georgian National Tourism Administration in
the Kakheti wine region, Georgia, on 7-9 September 2016,

Recalling:

1. UNWTO’s mandate as stated in Article 3 of its Statutes (1970): “The
fundamental aim of the Organization shall be the promotion and
development of tourism with a view to contributing to economic
development, international understanding, peace and prosperity,
and universal respect for, and observance of, human rights and
fundamental freedoms for all without distinction as to race, sex,
language or religion”

2. The Sustainable Development Goals (SDGs), approved by the
70th Session of the United Nations General Assembly on 25
September 2015, in which Goal 8 calls for the promotion of a
“sustained, inclusive and sustainable economic growth, full and
productive employment and decent work for all”, includes tourism
as Target 8.9 advocating “By 2030, devise and implement policies
to promote sustainable tourism that creates jobs and promotes
local culture and products”

3. The UN General Assembly resolution A/RES/69/233 of 19
December 2014 on the Promotion of sustainable tourism, including
ecotourism, for poverty eradication and environment protection,
which recognizes that “sustainable tourism, including ecotourism,
represents an important driver of sustainable economic growth
and decent job creation, that it can have a positive impact on
income generation and education, and thus on the fight against
poverty and hunger, and that it can contribute directly to achieving
the internationally agreed development goals”
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4. The Global Code of Ethics for Tourism, adopted by the UNWTO
General Assembly in 1999, and endorsed by the United Nations
General Assembly in 2001, whose Article 3 and 4 underline that
“tourism as a factor of sustainable development as well as a
user of the cultural heritage of mankind and contributor to its
enhancement”,

Recalling in particular to the following instruments:

5. UNWTO Survey on Gastronomy Tourism (2012), carried out in
2012 with the participation of 33 UNWTO Affiliate Members,

6. The 1st UNWTO Global Report on Gastronomy Tourism (2012),
initiated by the UNWTO Affiliate Members Programme, which
provided the series of conclusions based on the results of the
UNWTO Survey on Gastronomy Tourism,

7. The 1st UNWTO World Forum on Food Tourism held in San
Sebastian, Spain, (27- 29 April 2015),

8. The UNWTO Gastronomy Network, which was launched in
September 2015,

9. The 2nd UNWTO World Forum on Gastronomy Tourism held in
Lima, Peru, (27 — 29 April 2016),

10. The UNWTO Wine Tourism Prototype: The Joyful Journey (2015-
16), developed by the UNWTO Affiliate Members Programme,
together with Affiliate Member, the Leading Brands of Spain

Forum (FMRE), and with the participation of five wineries in Spain,
Barbadillo, Felix Solis, Freixenet, Gonzalez Byass, and Osborne,

11. The Joyful Journey Network, which has been established to
ensure the image and consistency of the derivatives of the
UNWTO Wine Tourism Prototypes at an international level,

Agreed that:
12. Wine tourism is a fundamental part of Gastronomy Tourism.

13. Wine tourism can contribute to fostering sustainable tourism
by promoting both the tangible and intangible heritage of the
destination.

14. Wine tourism is capable of generating substantial economic and
social benefits for key players of each destination, in addition to
playing an important role in terms of cultural and natural resource
preservation.

15. Wine tourism facilitates the linking of destinations around the
common goal of providing unique and innovative tourism
products, whereby leveraging synergies in tourism development,
surpassing traditional tourism subsectors.

16. Wine tourism provides an opportunity for underdeveloped tourism
destinations, in most cases rural areas, to mature alongside
established destinations and enhance the economic and social
impact of tourism on a local community.
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17. Wine tourism provides an innovative way to experience a
destination’s culture and lifestyle, responding to consumers’
evolving needs and expectations.

18. Wine tourism’s potential will be heightened if implemented
appropriately through a public-private collaboration strategy,
promoted through an effective communication across different
sectors and involving the local community.

Given the above, calls for:

19. Recognition of the importance of wine tourism as an integral
part of cultural tourism and providing opportunity for sustainable
development of wine tourism in many destinations.

20. Development of policies that facilitate both the promotion and
preservation of wine tourism destinations as well as respecting
the social and cultural values of local community.

21. Fostering of public and private partnerships with an emphasis
on local entrepreneurship within the tourism value chain, while
taking into account the authenticity of the destination.

22. Engaging in pertinent sub-national, national, regional,
international and multilateral dialogues in order to advance the
implementation of the above-mentioned objectives.

23. Advancing research in wine tourism to boost competitiveness of
destinations through innovative product development within and
beyond wine tourism activities.

The Conference:

24. Outlined clear actions to be taken by stakeholders interested
in designing a comprehensive wine tourism experience. The
UNWTO Prototype Methodology on Wine Tourism, the Joyful
Journey, is established as a tool to carry out such endeavors.

25. Discussed the dynamics of wine tourism and its evolution,
facilitating knowledge exchange.

26. I|dentified key challenges and best practices in the wine tourism
sector, highlighting the latest developments in the field.

This Declaration will be presented to the governing organs of UNWTO
for consideration and possible adoption.

We extend our sincere gratitude to our host, the Georgian National
Tourism Administration, for their warm hospitality and gregarious
support in the organization of the 1st UNWTO Global Conference on
Wine Tourism and for offering us the unique opportunity to celebrate it
in one of the birthplaces of wine, the “cradle of wine”.

Thilisi, Georgia, 9 September 2016
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Ib€ro-America
gastronomy meeting

/bero—Amer/can Congress in FIBEGA

FIBEGA Mérida (Spain) 2016 took place from 20-22
November in the city fairground. It brought together many
regions of Ibero-America, as represented by their agri-foods,
their cuisines and especially their ranges of gastro-tourism.

Over the course of three days, they offered speeches,
live cooking shows, tastings, virtual experiences, master
classes, a chef conference and all sorts of activities related
to Ibero-American gastronomy. Sector professionals
such as importers, supermarket chains, travel agents,
tour operators and the international press came to an
event which gathered together the most active agents of
international gastronomy.

Well-established destinations such as Peru and Mexico
showed the potential of their regions through their cuisines
and agri-food products. This was while others such as
Guatemala and Ecuador used FIBEGA as a starting point
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for initiating a strategy to develop their gastronomy as a
motor for tourism and the economy.

In addition to the regions; businesses, brands and
producers had stands at FIBEGA, showing off some of
the products which, having been ‘there and back’ across
the Atlantic after the discovery of America, modified the
gastronomic culture on both sides of the ocean. They also
presented some of the super-foods, such as chia seeds
and quinoa, which are taking centre-stage worldwide.

Various activities and meetings took place within the
FIBEGA framework. The main international institutions
convened for the Ibero-American Congress on ‘A Global
View of Gastronomy in the 21st Century’. It was run by
Rafael Anson, President of the lbero-American Academy
of Gastronomy and its Honorary Committee was presided
by H.M. Queen Letizia of Spain. It was an event for the



debate of aspects such as Ibero-American co-operation,
tourism, nutrition, gastronomy-based sociology, innovation
and sustainability.

The relevance of gastro-tourism and the steps that the
World Tourism Organization is taking to develop it were
expressed in a speech by Yolanda Perdomo (UNWTO),
who also highlighted the prototype models of gastro-
tourism which are being so helpful in the creation of
innovative tourism products.

The development of gastro-tourism is global: this was
made evident in a panel discussion moderated by Carlos
Vogeler, UNWTO Regional Director for the Americas, and
with the participation of eight representatives of various
Ibero-American regions. They debated the situation of
gastro-tourism, the policies that are being implemented
and the challenges and opportunities of the sector.

Buenos Aires is taking the reins in 2017 and will host this
year’s FIBEGA, cementing the event as an annual meeting
point of Ibero-American culture, tourism and gastronomy.
From 15 to 17 September, the La Rural exhibition ground
will become the epicentre of international gastronomic
activity; the place where all the important institutions and
agents of the sector can work on developing relationships
between regions and on promoting global gastronomic
culture which is, without a doubt, an engine for the
development for lbero-American economies.

Note:

FIBEGA is the Ibero-American Gastronomy Fair, always
held in the current Ibero-American Capital of Gastronomic
Culture; in 2016 it was in Mérida (Spain), in 2017 it will be
celebrated in Buenos Aires (Argentina) and in 2018 it will
be in Sdo Paulo (Brazil).
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“The United Nations declared 2017 as the International Year of
Sustainable Tourism for Development. The importance of knowing
what gastronomy can do for tourism feeds countries’ economic
activity and involves all the producers and other sectors that are
important for development.”

Carlos Vogeler, UNWTO Executive Director and Regional Director for
the Americas.

“Various aspects of tourism have been promoted under the umbrella
of Turespana, including gastronomy as a priority. This is because it is
a dynamizing element and a feature of the Spain brand. Tapas are a
concept which has crossed borders and it is currently in the process
of being put on the Intangible Cultural Heritage of Humanity list.”

Barbara Couto, Representative of Turespana.

“When thinking about Argentinean gastronomic tradition and culture,
everyone thinks about the Malbec grape and the Mendoza region.
Argentinean wine enjoys a spectacular international position. We want
Argentinean gastronomy to gain the same position as its wine.”

Mariangeles Samameé, Director of Products of the Ministry of Tourism
of Argentina.

“In 2016, 8% of tourists said that gastronomy was the main reason
for visiting Guanajuato and 75% of them mentioned it in their top
three reasons. Guanajuato is using gastronomy as a strategy for the
promotion of sustainable tourism, first locally and finally globally.”

Fernando Olivera, Secretary of Tourism of Guanajuato (Mexico).

“Buenos Alres is facing a challenge as the 2017 Ibero-American
Capital of Gastronomic Culture. It is a showcase for all lbero-American
cultures and, particularly with regard to Buenos Aires gastronomy, the
challenge is to contextualise the relationship of this idea with meat.
We are going to elevate meat beyond the realms of roasting and fire.”

Gonzalo Robredo, Director of the Buenos Aires Tourism Authority.

“We are trying to make our promotional strategy different and you
should really see how it's done by the fantastic chef Alex Atala, who
uses ingredients which show off the regional richness of Brazilian
gastronomy. We don't know about even 20% of the ingredients which
we could show the world. We are in a process of discovery.”

Enio Miranda, Executive Director of the National Confederation of
Tourism of Brazil.
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“Gastronomy in Portugal brings with it much history and culture but
it still has to find its position and it has to learn that other destinations
have developed their level of quality and excellence. Portugal still has
gastronomic links with its former African and Asian colonies and this
also highlights its culture and gastronomy.”

Ana Paula Pais, Director of the School of Hostelry and Tourism of
Coimbra (Portugal).

“With the ‘Peru, Con Mucho Gusto’ slogan we have generated the
pbrand of a country which not only has products but also farms,
commerce, tourism, agriculture, etc. Added value has also been given
to local cuisine, so that producers have their say and feel that they
are part of the development of the product, respecting culture and
traditions.”

Bernando Mufioz, Commerce Counsellor of the Peruvian Embassy
in Spain.

“Flavours, Mayan cultural traditions and fusion after the conquest all
give Guatemala a position and strategic potential for the development
of gastro-tourism over the coming years. Guatemala is sure that the
most direct path for generating wealth is through innovation and
gastronomy.”

Maria Mercedes Ravanales, Representative of the Guatemalan
Institute of Tourism — INGUAT.
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1.9.1 Food and diplomacy

Food has been an important tool in diplomacy since ancient
times. Aristotle, for example, discussed the importance of
common meals within a community in order to provide a
bond of solidarity like the one created in the family unit.
Another example is Richard Nixon'’s historic visit to China
in 1972 during the Cold War. When the banquet hosted by
Chinese Government was broadcast in the United States
of America, for the first time, many United States citizens
saw Chinese food being served that was different from
what they knew from Chinese restaurants in the United
States of America. This created sudden demand and
interest to have real Chinese food. It could be said that
Nixon was a Chinese Food Ambassador.

The link between food and diplomacy is old, but
gastrodiplomacy is a new concept. The term
“gastrodiplomacy” is defined by Rockower (2012) as a type
of broader public diplomacy that attempts to communicate
culinary culture to foreign publics in a fashion that is more
diffuse, and tries to influence a broader audience rather
than only high-level elites.

Food can facilitate people-to-people engagement
and enhance cultural understanding. With increasing
globalization of culture, destinations need to be more
innovative: business as usual, such as government
promotion, is no longer enough. It is essential to think
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beyond only government promotion, and beyond public
and private co-operation. More diverse, polylateral
strategies should be employed, meaning working together
between the public and private sectors and also grassroots
people-to-people initiatives. Some examples of polylateral
campaigns related to gastronomy are discussed in the
following sections.

Promoting Korean food has been one of the key cultural
projects of the Government of the Republic of Korea. In
20083, the Korean drama “Jewel in the Palace”, showcasing
traditional cooking and traditional Korean culture, was
exported to 91 countries. This drama was extremely
popular throughout East Asia. This created demand for
Korean food and for travelling to the Republic of Korea.
Recent research in Hong Kong, China, found that the major
attraction for Hong Kong people to travel to the Republic of
Korea is for food. In 2009, the Government of the Republic
of Korea launched an ambitious “Korean Cuisine to the
World” campaign. Among the food promotion initiatives
under this campaign were the “Bibimbab Backpackers”
(bibimbap is a well-known Korean dish) which was a
group of young Koreans who travelled to over 20 cities
in 15 countries on a 255-day trip to cook bibimbap. The
campaign, which started in 2011, was mostly paid for by
the Agriculture Ministry and a major bibimbap chain. They
served over 9,000 bowls of bibimbap at 100 events at
universities and other places, and received domestic and
international media coverage.



Another example is the project “Turkish Coffee Truck”,
a volunteer initiative to promote Turkish coffee culture
across the United States of America. In 2012, a group
of volunteers traveled to five cities in the United States of
America. Their goal was to spark interest in Turkish culture
while enhancing the relations between the two nations.
Under the title “Turkish Coffee: The Taste of Friendship for
500 years,” this programme was sponsored by a coffee
company, the American-Turkish Business Association,
and the Ministry of Culture and Tourism of Turkey. This
initiative also received great media coverage.

1.9.2  Person-to-person

gastrodiplomacy and
emerging trends in tourism

For gastronomy and tourism, it is essential to understand
the emerging trends in tourism:

— What are tourists actually searching for?
— What kind of experiences are they expecting at their
destinations?

Research is seeking to identify current and emerging
trends in tourism in Asia and the Asia Pacific region was
conducted by the Hong Kong Polytechnic University
last year. This study found that “modern travellers
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appear to be interested in learning about destinations,
understanding local culture and current affairs. Travellers
prefer authentic and local experiences, interact with local
residents and would prefer tour companies and hotels to
use local supplies, especially food ingredients.” (Tolkach
& Chon 2016)

The top two trends identified by this research were:

1. Trend number 1: Travelling is increasingly experience-
based

2. Trend number 2: Experience Economy demands
activity-oriented  travel (i.e. nature/culture-based
tourism, food and wine tourism)

The same research also found that for many destinations, local
cuisine has become one of the important selling points and
travellers have transformed from passive consumers to more
active participants with the emergence of culinary classes.

1.9.3  Cooking classes as examples

of gastrodiplomacy

In 2003, the government of Thailand launched a campaign
“Thai Kitchen of the World,” with the aim of expanding
the presence of Thai restaurants abroad. One of the
objectives is to encourage Thai restaurants abroad to act
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as tourist information centers. Prior research has found
that ethnic restaurants overseas are successful venues of
contact between cultures. To help improve the quality of
Thai food products, the Department of Export Promotion
of the Thai Ministry of Commerce was selected to take
charge of issuing “Thai Select” certificates, which can help
customers to identify good quality Thai restaurants abroad.
The certificate also certifies Thailand’s brand for product
manufacturers that meet the standard requirements of the
Department.

Cooking classes in Thailand have also become a tourism
product through which an increasing number of tourists
seek an enhancement of the gastronomy tourism
experience of the country. Cooking classes also contribute
to the local society and economy and use local ingredients,
making a positive contribution to the “triple bottom line”:
promoting social, economic and ecological sustainability.
Research found that cooking instructors at such schools
not only introduce tourists to many aspects of local food
ingredient acquisition and preparation; they also give
tourists an appreciation and understanding of local history,
culture and customs. In this way, instructors at cooking
schools act as destination cultural ambassadors in the
context of tourism.

According to the findings, tourists who participate in
these cooking classes return to their home countries with
knowledge of Thai cuisine and culture that they intend
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to continue to practice and to recommend to others.
Cooking school owners report that they receive many
emails from former cooking class participants asking
about cooking techniques and ingredients, indicating
that these participants continue to cook Thai food after
returning to their home country. Thus, both the teachers
and the students in these classes, in different ways, fulfil
ambassadorial roles in the spread of knowledge and
appreciation of Thai cuisine and culture. Most of these
cooking classes are conducted in a local home, so that
tourists can experience Thai local lifestyle as well. Cooking
classes are a micro-level manifestation of the growing
acknowledgement of the importance of food in the cultural
and experiential value of a place.

1.94 Conclusion

Food is an important element of national identity and a
matter of national and local pride. It can also be a tool
in promoting tourism and developing economic linkages
between tourism and the local economy. Trends we
have seen in the past include initiatives to encourage the
expansion of restaurants and food networks. Food is also
an instrument of diplomacy that can promote intercultural
understanding and positively influence foreigners’ image
of a country.



Gastrodiplomacy functions both at the elite level of official
diplomatic relationships and the grassroots level of the broad
public. This is an emerging field of study that is receiving
increasing attention. In 2012, then US Secretary of State
Hillary Clinton launched the Diplomatic Culinary Partnership,
elevating “the role of culinary engagement in America’s
formal and public diplomacy efforts,” aiming “to increase
international tourism by highlighting regional American
cuisines and foods, attracting new tourists to the United
States of America and promoting the diversity of American
food culture.” This focus is gaining ground in Asia as well.
Taiwan Province of China and Malaysia have become among
the most recent countries to launch a diplomatic drive based
around their national cuisine.

Cooking classes contexts with a strong potential for
furthering the goals of gastrodiplomacy and promoting food
culture at the local level, but they are currently underutilized
and under-organized. Significant gains can come from
opening an international dialogue to support, promote and
enhance food tourism, facilitated by policies, knowledge
sharing and developmental support. This is an important
way of disseminating food culture and gastrodiplomacy — an
emerging field with exciting potential.

References:
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Chapter 2:

Product development and experience
IN gastronomy tourism

Gastronomy tourists tend to look for more authentic and
local experiences. Many tourist experiences involve either
consuming food and drink, or deciding what and where
to consume. One of the essential tasks in developing and
marketing gastronomy tourism, therefore, is to find ways to
add value to the eating experience in order to make it more
memorable. This is especially important since control of the
tourist market has shifted from producer to consumer, and
consequently, to the traveller who is not only seeking quality
service but is also interested in playing an active role in co-
creating their own authentic experiences. Local dining holds
great appeal to this type of tourist who tends to be more
educated, and is therefore more discerning and demanding.

Tourism is one of the quintessential experience sectors
that will come to dominate the economy. As the basis
of the economy shifts from delivering services to staging
experiences, the quality of the basic elements of the product
are increasingly being taken for granted by consumers, who
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demand engaging and absorbing experiences as part of the
tourism and gastronomy product. With increasing global
competition between tourist destinations, the search for
distinctive experiences becomes more intense.

Strong gastronomic experiences in tourism are typically
rooted in the unique aspects of gastronomy that can only be
found in a particular location. Gastronomy tourism products
contribute significantly to making a destination more attractive
because of the pivotal role of food in the holistic experience
of a place, paired with the ingredients of landscape, culture
and history.

In order to develop gastronomy tourism, destinations must
have resources as well as a well-managed destination
strategy, with which one can build a well-structured story
that appeals to tourists. The experience of wine tasting in
Mendoza, Argentina, for instance, draws upon the history
of winemaking in the region, the origins of the grapes, the



time of harvest, the role of farming in the local economy
and the local climate and ecosystem. The history and the
setting, food and place, are dynamically and meaningfully
interwoven to a unique story that sparks interest among
tourists.

Since the positive experience of a place relies on
coordination between a myriad of different elements,
gastronomy tourism businesses along with other tourism
businesses need to leverage synergies and join forces to
create more wholesome experiences, as in the examples
of wineries that open to the local community for music
events. Employees who interact with tourists should be
mindful that they are part of the brand of the place as well,
and can significantly influence the quality and robustness
of a customer’s experience.

Governments need to work closely with the private sector
in supporting gastronomy, for instance with food promotion

© Juliasha | Dreamstime.com

and the organization of food fairs and other events, as well
as the provision and maintenance of effective infrastructure
to support tourist flows in a safe and secure environment.
In addition to this, governments should also aim to raise
awareness on the benefits of tourism among local people.

In this regard, the following chapter will discuss the
topic of product development in gastronomy tourism,
where it is not only limited to food. The related people,
programmes, and packages are just as essential, aside
from the environmental and sociocultural aspects.
Hence, this chapter will discuss the concepts of the
tourism product and the tourism experience and will
analyze the essential elements for the conceptualization,
development, promotion, communication and selection of
sales channels.
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2.2

Jong Keukengeweld |
and Flanders Kitchen Rebe

Flanders-Department of Foreign Aftairs — \/isit Flandlef
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|

Flanders is a region with an outstanding culinary offer. The
region has a deep-seated cultural tradition, a lively restaurant
culture, a wide array of regional products, and last but
not least, a great number of chefs with a strong sense of
innovation and an appetite for creativity and ground-breaking
craftsmanship.

The “Jong Keukengeweld” campaign was established to put
Flanders on the map as a leading gastronomy destination.
Jong Keukengeweld is a campaign that brings a young
generation of chefs to the spotlight while giving young people
the opportunity to try a three-course menu in Flanders or
Brussels, at an affordable price. This is a great introduction
to the unique culinary culture of Flanders. In addition to this,
VISITFLANDERS also sends its ‘Flanders Kitchen Rebels’, a
selection of masterchefs of the Jong Keukengeweld group,
abroad as ambassadors for the Flanders region.

Profile of Jong Keukengeweld and Flanders Kitchen
Rebels

The “Jong Keukengeweld” initiative was set up seven
years ago by the provinces. VISITFLANDERS took over the
campaign two years ago, developing it further. Every year,
VISITFLANDERS invites chefs to submit their candidacy. A
trade jury consisting of culinary journalists, renowned former
chefs, representatives of VISITFLANDERS and the hospitality
industry federations Vvisit the candidates anonymously
to sample their cuisine. The selection does not take into

account the scores of culinary guides. Jong Keukengeweld
is considered an independent quality label. The following
criteria are used to select the chefs:

- Age: under 35.

- Working in Flanders or Brussels.

- Chef in their own kitchen. No sous-chefs. They do not
have to own their own restaurant.

- Use of regional products.

- Focus on sustainability.

- Emphasis on the Flemish culinary tradition.

- Knack for innovation and creativity, without
compromising.

- A strong vision of Flemish dining culture.

- Quality and high level.

This is how VISITFLANDERS selects “Jong Keukengeweld”,
a group of fifty male and female chefs, who push back
boundaries, take fine dining to new and higher levels and are
to become the masterchefs of the future.

An amazing culinary experience for young people in
Flanders and Brussels

Flemings are bon vivants. They enjoy the good life and
know that good food can be found anywhere, whether
it be in a simple eatery or a Michelin-star restaurant.
VISITFLANDERS specifically targets young people with its
“Jong Keukengeweld” campaign. The slogan “Young people
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cook for young people” offers them a high-end culinary
experience at a very reasonable price. Thanks to the “Jong
Keukengeweld” campaign, young people are introduced to
culinary gems from their own region.

However, “Jong Keukengeweld” does not only target
consumers. It brings chefs together, so they can experiment,
collaborate and innovate with local products.

The campaign, which runs for a whole year, is becoming
increasingly successful. The number of restaurant-seatings
have increased from 7,500 in the early years to 9,000 for
the 2014-2015 campaign, and passed the 27,000 landmark
figure into 2016 — 2017, when the decision was made to run
the campaign twice a year in the spring and autumn. This
gradual increase is also due to new initiatives that correspond
well with the mindset of this young audience, such as the
co-operation with a suitable media partner, a social media
presence and the central reservation system, with which
young people can register through their smartphone or their
Facebook account. Meanwhile, the “Jong Keukengeweld”
magazine is distributed in the participating restaurants;
at Brussels International Airport; in the tourist offices of
provinces and cities; at schools and at events.

International culinary missions

The chefs of “Jong Keukengeweld” have a Flemish platform
but are also promoted abroad. Along with VISITFLANDERS,

the trade jury selects the ten best chefs based on their
culinary craftsmanship and creativity, their multilingualism,
communication skills and flexibility. VISITFLANDERS uses
these passionate masterchefs, the Flanders Kitchen Rebels,
as ambassadors for Flanders.

VISITFLANDERS and its foreign offices do everything
possible to ensure that the culinary missions run smoothly.
Some missions are organized in co-operation with Foreign
Affairs. In the past, the Flanders Kitchen Rebels have taken
over restaurants at the 2015 World Expo in Milan and the
kitchens of leading restaurants in Moscow. In Graz, they
performed a culinary cooking demonstration for other chefs
and professionals during the Chef Days. In London and
in Shanghai, they cooked for a hand-picked audience of
foodies and businessmen. In Shangai, VISITFLANDERS co-
operated with Flavours, a Chinese app for foodies with over
100,000 followers.

The formulais clearly a success. The Flanders Kitchen Rebels
are now booked more often and invited to show off their
culinary craftsmanship in Europe and around the world. Their
craftsmanship means Flanders is becoming established as
one of the leading European culinary destinations.

More information:
www.jongkeukengeweld.be
www.facebook.com/jong.keukengeweld
https://www.instagram.com/jongkeukengeweld/
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In 2014, Zagreb Tourist Board launched the mobile
application Zagreb Be There, aimed at young backpackers
and tourists. The application proposes various thematic
routes for exploring the Croatian capital, providing users
with the possibility of winning rewards for the successful
completion of routes. Some of the more popular routes were
Hidden Zagreb, Arty Zagreb and Classic Zagreb.

In 2015, a survey was conducted among young international
hostel guests with the aim of discovering more about their
experiences in Zagreb, and more specifically, what they felt
might be lacking. The results showed that, among other
things, tourists were interested in trying local cuisine, but
had problems finding places to eat. They also complained
of an abundance of fast food restaurants at the expense of
healthier options.

In order to meet their needs, in 2016 it was decided to upgrade
the application with a so-called Foodie Route, aimed at food
lovers who wanted to eat hearty, healthy meals made from
fresh local ingredients. It was decided that a popular chef
or food blogger was needed to curate the route and to give

the route credibility. As a consequence, one of Zagreb’s best
known food bloggers, stylists and chefs, Jelena Iva Nikoli¢,
was chosen. Jelena came to prominence by organizing the
well-known “Little Market in the Attic” project, a favourite
gathering place for fans and producers of organically grown
food and environmentally friendly cosmetics.

Furthermore, it was decided that the route would feature
quality but (relatively) affordable places, well known to local
Zagrebians, but probably harder to discover by tourists.
Jelena then chose her favourite places to have daily meals
(breakfast, lunch, dinner, dessert, cocktails, etc.) This type of
classification was designed specifically for those tourists who
are often on the lookout for their next meal.

Some of the places Jelena chose include Cogito Coffee
Shop, Dezman Bar and Mak na konac, selected to showcase
the finest coffee, tapas with local ingredients or delicious
homemade cakes.

Users who complete the route (check into locations on the
route) win a branded Zagreb Be There souvenir (mug or t-shirt).
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The Foodie route launched in mid-June 2016, and the
application was promoted online on Facebook and Google,
targeted towards people who have an interest in food and
gastronomy. It is still too early to have concrete results.

During the winter of 2015, the special Advent edition of the
application was created. Although not focused entirely on
gastronomic experiences, food still featured prominently. A
character called Mr. Alojz was created, embodying the spirit
of Zagreb Christmas and modeled after a 1930’s gentleman.
Mr. Alojz knew everything there is to know about celebrating
Advent in Zagreb, and among other things, “created” a Foodie
Route. The Advent Foodie Route featured restaurants, street
markets and patisseries that offered traditional food from the
Zagreb region. Mr. Alojz recommended only the best places,
chosen to serve traditional meals and also look the part.

The app Zagreb Be There is free and available on Android
and iPhone mobile devices and can be downloaded from the
microsite betherezagreb.com or via a QR code on leaflets
which can be found at all major tourist spots in Zagreb. It
is based on the so-called principle of gamification, or the

rules adopted from computer games, which is very popular.
Visitors using Zagreb Be There can virtually check themselves
into each location at which they arrive, and can win awards
such as souvenirs, discounted museum tickets and more
when they complete a route. They check into a location by
taking a photo of a place and sharing it with friends on social
networks.

The application has already won several awards, including a
prize for best digital tourist promotion in Europe (Tourism &
Strategy Festival, Paris, 2015) and for the innovation of the
year in tourism (Days of Croatian Tourism, Opatija, 2015).

The mobile application Zagreb Be There, which was
developed in co-operation with the agencies Bruketa&Zinié
OM and Brlog, now offers a total of seven tours which help
visitors get to know Zagreb in a new and innovative way.

More information is available at: http://www.betherezagreb.com/

Second Global Report on Gastronomy Tourism 67




’..p, ’ Dalibor Cvitkovic,
ism Board of the Town of Mal

bort on Gastronomy Tourism




Second Global Report on Ga_s_







in assocatio

Strategic Actions

The primary action in promoting Finnish food tourism is the
development of spearhead products, strategic partnerships
and communication, as well as measures and designated
actors for each of these.

The Finnish food tourism product is easy to purchase,
internationally known and tasty, bringing powerful
experiences to tourists everywhere.

Food itself can be constructed into a tourism product; it can
form part of wellbeing, culture or winter tourism services
or nature-based activities in the summer. Food tourism
is something very original. Finnish food plays a key role in
arousing people’s curiosity.

Vision 2020: Hungry for Finland!

Food is an integral element and powerful experience in
Finnish tourism!

Mission: The more the merrier — and better food!
Broad involvement of actors in food and tourism sectors!

Finnish Food Tourism Competition
The first major step in the Food Tourism Strategy was the

Food Tourism Competition held in spring 2015. The aim was
to highlight the potential of food tourism and engage the
sector in its development. The competition proved popular,
where the number of participants was double the target.

The competition was organized by Haaga-Helia University
of Applied Sciences and financed by several governmental
bodies.

The evaluation criteria were: customer orientation, local
colour, stories, local food, experiences, co-operation,
entrepreneurship, cost-effectiveness, and versatility in the
use of sales and marketing channels.

The winners were “From Guesthouse to Guesthouse”
tours arranged in the form of four undertakings in the small
eastern counties of Nurmes and Valtimo. The product has
a strong local and environmentally friendly quality. The food
is delicious, clean and authentic. Guests learn how to use
herbs from the “Herbal Tour” for cooking, wellness and
beauty care. For example, travellers learn how to make
traditional Karelian pasties. In the guesthouses, the traveller
is able to feel at home and experience the day-to-day life of
a local, some of which continue at home through souvenirs.
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Distribution channels are well thought out. The jury praised
the excellent co-operation between the four entrepreneurs.

From Guesthouse to Guesthouse, Valtimo and Nurmes
Finland:

https://www.youtube.com/
watch?v=nhNsNRBRN1A&feature=youtu.be

In addition, three other notable food tourism acts received an
award:

Inari Menu/Tradition Hotel Kultahovi:
https://www.youtube.com/watch?v=SOkHuwhsZCM
Malmgard Manor, Loviisa Finland:
https://www.youtube.com/watch?v=VpSFmQgkFRY
Chamberlain’s feast at Svartd Manor, Mustio Finland:
https://www.youtube.com/watch?v=JircZrsriKM

The Roll-out of Finland’s Food Tourism Strategy
Finland’s first Food Tourism Strategy is currently being
implemented through regional Hungry for Finland workshops,
which are designed to help local operators, especially
entrepreneurs, develop skills and prerequisites for delivering
the strategy.

The themes identified in the strategy for Finnish food tourism
products are presented in Figure 2.2 on the next page. They are

the cornerstones of a successful food tourism business around
which additional and topical elements can be constructed.

More information:

Website: www.hungryforfinland.fi

Email: kristiina.havas@haaga-helia.fi

YouTube:
https://www.youtube.com/playlist?list=PLYjNcJ1jQZyZ3t-
UIBzDgrgTBKSTpvrDI
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Figure 2.2 Cornerstones of a successful food tourism business
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to balance the activities between those that cater primarily
to residents (a market accompanied by an urban picnic
area, a restaurant whose kitchen may be rented for private
or business events, cooking courses etc.) and those that
mostly cater to tourists (a hotel, a museum, tasting events,
specialty shops etc.).

Another balance to be sought lies between activities for
the general public and activities dedicated to professionals
(oenology school, specialized business incubators,
professional co-working and meeting places). Finally, there
should also be both cultural activities (museums, exhibitions,
events etc.), not directly profitable but which attract visitors,
and those activities which ensure economic viability.

Pardoning the pun, a successful atmosphere feeds a
favourable word of mouth and people remain the best vehicle
for promoting a recreational site. The architectural and
landscape features, the quality of the product offering and
the organization of small and large events are the ingredients
of a successful atmosphere. The key to success is therefore
to implement this recipe in the right manner.

The City of Gastronomy would ideally serve as an entryway to
the Burgundy vineyard scene, via which car or bicycle tours
through the vineyards and neighbouring historical towns
such as Beaune and Nuits-Saint-Georges can start. Leading
scientific research institutes, as well as SEB-Moulinex, one of
the world’s leading manufacturers of small kitchen appliances

whose head office is in the Burgundy region, are involved in
the implementation of this project.

Network of Cities of Gastronomy

In 2011, the City of Gastronomy project in Dijon was
selected as the winner of the competition run by the French
government. It was then decided to be continued with the
projects in Paris-Rungis, Tours and Lyon as well. Thus, a
national network of Cities of Gastronomy was established,
each showcasing a specialty of their region. Paris-Rungis,
the location of the wholesale food market which is said to be
the largest in the world, will specialize in international “farm
to table” value-chains, while Dijon will specialize in oenology.
The Cities of Gastronomy have the vocation to share and
host rotating exhibitions and events.

In the future, a domestic or international tourist will have
the opportunity to plan their Tour de France in the Cities of
Gastronomy and explore the culinary individualities of the
different regions in depth.

Dijon, the first City of Gastronomy, with a total surface area
of over 20,000m?2, will open in 2018. Cities in other regions,
like Périgueux (in Périgord) or Valence (in Provence), have
decided to join this dynamic initiative.

The gastronomy adventure is just beginning!
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‘eat like a local’
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How destinations can help travellers fo”

Steve Lowy and Peter Jordan, Toposophy-Destination Marketing Agency

In 2016 the renowned tourism news resource Skift called
food the ‘leading hook in travel’, indicating that globally, food
has become the biggest motivator for consumers to discover
new places, and the key to discovering the essence of each
destination. A study carried out in 2015 by Tourism Australia
(@ country renowned for its landscapes), found that local
cuisine was actually ranked ahead of the country’s world class
beautiful natural attractions when it came to holiday decision
making in the country.

In line with this trend, destinations, both big and small from
around the world are placing gastronomy and the experiences
that surround it (buying, preparing, eating and sharing it), at
the forefront of their marketing efforts. Gastronomy is also
proving to be a useful tool for destination marketing agencies
to create a ‘movement’, bringing together local businesses of
all sizes to create products that visitors will enjoy.

While the food tourism movement has gained a lot of
momentum in recent years, there is much that destination
authorities can still do to incorporate gastronomy as a point
of attraction, and to work better and more effectively with
local individuals (especially through the sharing economy
concept) as well as traditional hospitality businesses. Rather
than conceptualizing gastronomy as one of the many points
of attraction of a destination, DMOs should now place
gastronomy as a horizontal layer of their destination marketing
and product development strategies instead of a vertical one.
We all become food travellers at some point in our travels. With
this in mind, DMOs’ strategies and marketing efforts should
integrate the gastronomy element into the overall experience
of the traveller and not treat this as a stand-alone destination
product. The fact that, according to World Travel Market's
Global Trends Report 2014, the average visitor expenditure
on food is forecasted to increase in countries as diverse as
France, Turkey, the Russian Federation and Spain in the five
years leading up to 2018 is further evidence of the need for
such an approach.

In this Report, we will share some of our views on how
destination authorities can work more effectively with local
stakeholders to connect travellers with authentic, satisfying
gastronomic experiences.

Today, increasing numbers of travellers are arriving with some
background knowledge of their chosen destination and its
gastronomic culture. Therefore, it is vital that they be able
to find and enjoy the experiences that match the marketing
promise that attracted them in the first place. “Authenticity”
is the essential ingredient here, so helping travellers to find
that amazing local restaurant or food market, or introducing
them to the people behind the food culture, has now become
a massive part of the traveller journey. Specifically, there are a
number of actions that DMOs can take to ensure that travellers
find the right gastronomic experiences for them:

- Training and guidance: Help businesses in the food
and beverage industry to bring their knowledge of digital
marketing up to date. Assist those businesses with
implementing their strategies by including responsive
websites, social media strategy and influencer engagement.
This will not only help individual venues but also the
destination as a whole in achieving the maximum digital
reach. A good example of this is the regular workshops run
by the UK’s Hotel Marketing Association in the UK which
focus on Social Media, Content and Digital Strategy.

- Stay up to date: Be aware of the ever-changing trends in
gastronomy globally. Make sure the destination’s offer is still
“relevant” in order to continually attract travellers who have
a passion for gastronomy. Host specialised workshops
to draw on international expertise for the benefit of local
providers.

- Put technology to work: Technology is rapidly taking the
stress out of booking a table, waiting in line at a restaurant,
pre-ordering or choosing a table, so it is essential to help
food and beverage providers to keep up, using platforms
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such as LaFourchette or NoWait work, and to capitalise
on the services that they offer. Online travel agents and
aggregators can help gain exposure for small businesses,
but there are many technological solutions that individual
businesses can use to connect directly with their customers
too.

- Make it easy for visitors: Make sure that gastronomic
experiences which suit different budgets (everything from
high-end restaurants to street food and food markets)
are easy for visitors to find via public transport and
street navigation, both online and once they arrive to the
destination.

- Help with problem-solving: Guide food venues on how
to manage when things go wrong, which can often happen.
For example, if a video goes viral on a social platform
showing a mouse running over a plate of food, this can
damage not only an individual restaurant, but a destination
as a whole. Therefore “social media training & awareness”
is essential to harness both positive comments and deal
with negative ones. This issue also highlights the need for
all providers to uphold the highest quality standards in the
food and drink that they serve.

- See food as a useful way to tackle wider challenges:
Setting up events related to food can be an effective way
to tackle issues such as seasonality. A good example is
Athens Restaurant Week (#dineathens). The first edition
took place in February 2016 and mobilised residents and
visitors to discover what the city’s finest restaurants had to
offer during the city’s low season. Over 5,000 menus were
sold, and more than 25 milion favourable social media
impressions were made in just a few days.

The sharing economy serves up a storm

Travellers’ desire to get involved, meet the people behind the
story and most of all ‘eat like a local’ is partly what has led
to the boom in peer-to-peer or sharing economy platforms

based on gastronomic experiences. Examples include meal-
sharing platforms (where local people welcome visitors to their
homes and prepare a meal for them), or platforms based on
local food production (such as sharing gardens or allotments)
or giving cooking classes.

Much like the disruption to traditional business models that
has occurred in the accormmodation and transport sector,
P2P platforms are now stirring up a storm in the food and
beverage sector, with some start-ups seeing millions of dollars’
worth of investment, and platforms that are expanding to
reach thousands of towns and cities around the globe. While
many destination authorities might regard this expansion as
disconcerting, or even a threat, it is firstly essential to see it as
a response to evolving consumer tastes and an activity which
millions more consumers (of all profiles) are actively seeking
when they travel, more often attracted by the experience than
by the price.

As the profile of those using sharing economy platforms
becomes more diverse, and more people sign up to use
them in ever-greater numbers, it is essential for destination
authorities to keep track of this growth and engage with
platforms to resolve outstanding issues surrounding the legality
of what they offer. This should be done in a progressive way,
recognizing what consumers enjoy about the experiences that
they offer, while ensuring that local people or the principle of
fair competition are not negatively affected. The recent free
report Taking the Leap on the Sharing Economy produced
by Toposophy and European Cities Marketing provides some
useful guidance on how to do this.

By working with the traditional food and beverage sector and
by seeing the sharing economy as a useful tool in destination
management, destinations of all kinds can ensure that they
help all their visitors to eat like a local, and spread the benefits
of tourist spending more widely.

More info — www.toposophy.com
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An outstanding example of gastronomy
tourism from Hungary

Dr. Andras Torok and Judlit Polgar, Hungarian Tourism Agency

Gastronomy has always played an important role in Hungary.
This fact has its roots in history: as a result of a long-lasting
coexistence and integration of several nations and various
cultures in the Carpathian Basin, unique dishes retaining
individuality were created over the centuries.

Folk traditions and old cooking practises also exerted a
significant influence, bestowing originality and uniqueness
on the country’s gastronomy. Thanks to its outstanding
geographical and climatic conditions, the region is very
favourable for agriculture. Because of these cultural and
geographical advantages, Hungarian gastronomy is
interwoven with distinctive flavours, colours and traditions.

Nevertheless, tourists had not discovered and recognized
the Hungarian cuisine as a major attraction until recently.
In accordance with the latest trends in world tourism, the
number of purely culinary-driven visits to Hungary has been
increasing significantly.

Gastronomy tourism is also a major priority in the domestic
and international marketing activities of the Hungarian
Tourism Agency, a professional partner in several promotional
initiatives centred upon gastronomy. Our objectives include
the preservation and promotion of traditional and authentic
bourgeois cuisine, old folk customs and traditional Hungarian
livestock.

These aspirations and efforts generated positive
developments among market participants in Hungary, as a
result of which native Hungarian breeds, such as mangalica
or grey beef, have gradually been re-discovered and re-

introduced to restaurants. We have also witnessed the
dynamic rebirth of Hungarian fish, game and other traditional
products. Numerous high-quality culinary festivals and local
farmers’ markets present Hungarian dishes, products, wines
and palinkas to the public across the country.

These developments in the Hungarian gastronomy have
put the country on the global stage again. Hungary’s first
Michelin-starred restaurant (2011) was followed by four more
in just a few years. Owning number of restaurants with this
exceptional recognition in 2017, Budapest can now boast
of a leading role in the gastronomy of the region. Intensive
professional activities and a fruitful co-operation with the
government in the field of gastronomy have encouraged and
helped the hospitality industry and market participants to
refocus their efforts on service and product quality.

Aside from the successes and achievements in Budapest,
the importance of gastronomy has been growing in the
countryside as well. Consumers have been developing a
quality-conscious approach to gastronomy, and look for
corresponding values, including a preference for seasonal
ingredients and home-grown local products. In addition to
the specialities produced from these ingredients, personal
contact with the producers and high-quality catering facilities
are also high in demand.

The rural gastronomic heritage and Hungarian agricultural
products are extensively presented to tourists over a
number of thematic routes, integrated and operated by
NGOs and various service providers. Thanks to diversity
in soil characteristics, Hungarian wines that are excellent
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even by international standards may be tasted in 22 wine-
growing regions and on nearly 30 wine routes. Furthermore,
several routes highlight the unique Hungarian fruit spirits,
palinka as well.

The growing importance of rural gastronomy is evidenced
by the fact that the European Union’s 2015 “European
Destinations of Excellence” (EDEN) competition also
concentrated on tourist destinations building upon local
culinary values and traditions. The title in Hungary was
awarded to Mecsek Greenway; an excellent example of
quiet, environmentally friendly and sustainable tourism
that is season-independent, attracts limited tourists at a
time, and incorporates a commitment to the promotion of
traditional and seasonal local products without chemicals
and preservatives. It also features the eco-friendly collection
and use of plants growing in the wild, and raises awareness
for healthy eating and sustainable tourism.

The SVET Road Show

This exemplary, grassroots initiative evolved from a homely
event into a large-scale travelling gastronomic festival within
a few years. A number of workshops in the countryside, that
were all struggling with similar challenges, commenced a
professional consultation aimed at incorporating Hungarian
livestock and identifying ways to connect producers to
restaurants.

Like-minded professionals built expert relationships, which
now exchange experiences and knowledge. This network of
shared knowledge and professional co-operation culminated
in a range of annual events. The first public meeting was

held in 2012, bringing together the connoisseur public and
the eight innovative founding restaurants. The participating
guests and restaurants were so impressed by the distinctive
character of the event that proposals for future events were
instantly made.

As a consequence, ‘Restaurants in the Country with Style’
(Stilusos Vidéki Ettermiség — SVET) was established. In line
with the slogan, SVET comprises 15 countryside restaurants,
15 world-views, 15 creative chefs, and 1 mission. The main
objective of SVET is to promote quality cuisine and genuine
hospitality in everyday life. Moreover, 1 large-scale annual
event and 1-2 smaller events will provide additional support
to expose gourmet travellers to new or lesser-known culinary
destinations in Hungary.

The traveling SVET Road Show provides the opportunity
for restaurants to showcase the rich culinary palette of the
countryside; preferably in a casual, homely atmosphere and
far from the hectic big city life. Their alliance is open to new
and ambitious aspirants that share the philosophy and values
of heartfelt rural hospitality. Eligible applicants may only join
the association with the approval of all members, following a
multiple stage invitation and adaptation process.

Conscious product development and uncompromising
quality cuisine enable SVET to reach a wider target audience,
encouraging them to take a culinary journey in Hungary. For
the same reasons, a growing number of restaurants aspire
to join the association, with the name becoming a label for
high-quality ingredients and food, as well as for Hungarian
hospitality from the heart and soul.
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Gastronomy & Tourism in Ireland
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In 2010, food tourism was developing into a significant market
segment internationally and many destinations, particularly
those in Ireland’s competitive set, were beginning to develop
it as a means to gaining competitive advantage. Recognizing
this, Failte Ireland, the national tourism development authority,
moved from a traditionally action-orientated role to that of a
more enabling and facilitative role, to support local people
and their communities and encourage innovation, particularly
in small businesses (Mulcahy, 2017).

At 34% of overall tourist receipts, food and beverage
spending by visitors to Ireland constitutes a significant
market, offering opportunities and growth for a wide range
of businesses. This potential is not confined to tourism,
but also encompasses the wider gastronomy landscape,
with which tourism has a symbiotic relationship. Tourists
to Ireland can easily and sustainably access the authentic
gastronomy of Irish domestic and workplace kitchens, with
food that is grown by, purchased from, prepared and eaten
by, Irish people (Mulcahy, 2014). As a holistic entity, this
landscape inherently reflects the history, geography, culture,
landscape and all the other components that uniquely
combine to create the identity of Ireland, thereby providing
compelling reasons to engage, visit, and do business there.
At this point, Ireland is not yet established as a food tourism
destination, although if contemporary developments
continue, it could well be within years. Currently Ireland’s
food is very significant in the tourist experience, and
through that, it acts as a curator of Irish culture, geography,
economic growth and promotes a contemporary vision of
the Ireland of to the world (Mulcahy, 2015).

This symbiotic relationship between tourism and gastronomy
is evidenced in the way in which gastronomy can act as a
mediator and facilitator between landscape and tourism. The
‘Wild Atlantic Way’ is a coastal tourist route that stretches
along 2,500 km of the west and south coasts of Ireland, and
was launched by Failte Ireland in early 2014 (See: http://www.
failteireland.ie/Wild-Atlantic-Way.aspx). It quickly became

apparent that visitors desired a more integrated experience
of the land and seascapes as they travelled on the route. In
particular, having observed a strong fishing culture, visitors
wished to sample the local catch in local pubs, restaurants
and hotels. At the time the shellfish fishermen were not overly
attuned to this potential right on their doorstep. They habitually
sold their catch in bulk to distributors active in large urban
areas. Similarly, the local pubs and restaurants either bought
shellfish from national distributors, or more commonly, did not
even feature shellfish on their menus. Neither the fishermen
nor the restaurateurs took advantage of the perspective of
the visitor in relation to the way that for them, the land and
seascape were intertwined in an integrated Irish experience
— which would serve to economically and sustainably benefit
all those involved.

Consequently, a new dedicated seafood trail called ‘Taste
the Atlantic — a Seafood Journey’ (Failte Ireland, 2015b) was
launched in 2015. Initially, it focused on the ‘bay’ region of
the Wild Atlantic Way from County Galway to County Mayo.
28 restaurants were introduced to eight local fishermen to
explore the various ways in which they could collaborate to
meet the expectations of the visitor. Initial impact analyses
show the feedback from all producer and food outlet
businesses on the route to be extremely positive, with an
estimated increase in sales in the region of 30% for producers
and restaurants observing an increase of local seafood sales
of 156% to 20%. Subsequently, the trail has been expanded
northwards, as other communities realise the potential
benefits from participation. Needless to say, the reaction
from Wild Atlantic Way visitors has been enthusiastically
positive.

Failte Ireland has demonstrated that creative collaboration
with a community is essential if tourism and food are to
develop economically, socially and environmentally in that
community. Historically, locals represent a powerful asset as
campaigners for their region, as identified in the late 20th
century (Warde, 1997, Pg 67), and appear to continue to
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do so. Locals are the emissaries of culture, and as Rachel
Lauden, the author of the prizewinning Cuisine and Empire:
Cooking in World History, points out, “What makes a food or
a cuisine local’ is culture, not geography or agriculture or the
“rich bounty” of the region” (Laudan, 2012, Pg 210).

Originally, the major challenge for Failte Ireland was the
question of how to harness the power of these people
that call their locality their home. Consequently, in 2012,
Failte Ireland launched a social media campaign to identify
through peer selection local and emerging food ‘champions’.
The participants were asked to nominate those in their
locality who had a resounding passion and belief in Irish food,
together with the commitment and drive to actively influence
and shape the future of food in tourism and Irish cuisine in
their region. 14 champions were selected and taken on a
observational trip to Ontario, Canada, to see best practice
first hand and meet the individuals involved (for a summary
of the approach in Ontario, see Ontario Culinary Tourism
Alliance, 2015). This exposed the group to the benchmark
of new ideas and practices that they could then implement
in Ireland. The exercise was repeated in 2013, when another
new group visited Norway’s Trollstigen driving route. This
aligned with Failte Ireland’s objectives of establishing quality
food experiences along the Wild Atlantic Way route in Ireland.

Currently, there are now 22 Food Champions who act as
agents of change (Failte Ireland, 2015a), actively influencing
food experience development so that it supports the
appropriate offering for their area, while also exchanging
information with those operating at national level in Failte
Ireland (Mulcahy, 2016). They help to ensure that Ireland
offers a unique food experience; one that is honest and
authentic and as much about the people as it is about
the product and the recipes. The Champions also seek to
educate, develop and connect the dots to ensure that what
is promised to the visitor is delivered. They are an essential
local connection to what is happening on the ground.

Failte Ireland’s contribution to gastronomy tourism has been
and continues to be the observation and capitalisation of the
importance of locals and their communities in the process
of tourism development. This has proven to be absolutely
critical for the ensuing sustainable economic, social and
environmental benefits.
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Gastronomy tourism product development

and hybridization

Asuncion Fernandez-Villaran, Ainara Rodriguez-Zulaica, [
Espinosa-Uresandi and Marina Carnicer-Rodriguez, Univers
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consequently be considered as reference points in the
sector.

As part of a recent investigation by the Universities of Huelva
and Cordoba that focused on the concepts of creativity
and innovation, a series of ideas regarding the creation of
gastronomic experiences have been selected. The target
population of the study were the 170 Michelin-star restaurants
currently operating in Spain (according to the 2015 edition of
the guide), and a total of 47 valid responses were received
from their chefs (in some cases one chef is the head of more
than one restaurant within this population).

Over the first three months of 2016, an online survey
was carried out consisting of Likert-scale and semantic
differential scale questions organized into four blocks. These
covered creativity, innovation, profitability and customer
loyalty and, lastly, the protection of knowledge. The
objective of the questionnaire was to obtain answers to the
following questions: How do you perceive the transition from
gastronomic product to gastronomic experience? What
elements add value to the product in itself? What role does

customer service play? How do you manage to reconcile
creativity and economic viability? The questions were taken
from a previous exploratory qualitative study by Vargas-
Sanchez and Loépez-Guzman in 2015.

The results revealed that the profile/personality of the
chef was the most decisive factor, followed by the type of
restaurant (business model) in question. Likewise, in relation
to the most significant attributes of gastronomic experiences
that lead to economic profitability and customer loyalty,
bearing in mind that they should be considered as an inter-
related group, significant factors included people skills,
commitment, professionalism, attention to detail, courtesy
and personalisation. As a consequence, we can safely
attribute one common denominator to all of them, namely
their intrinsic relationship with the human element, which has
clearly not lost its prominence even in the technological era.
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Green Gallicia hosts 4.5 million tourists a year. While perhaps
initially motivated by the landscape and natural attractions,
these visitors are also attracted by the rich offerings in food
and wine.

Tourism is a booming sector in this autonomous region in the
north-west of Spain, representing 11.1% of GDP and 11.2%
of employment, according to the latest data.

Recent studies by Exceltur, an association that brings
together 23 of the most significant companies in the Spanish
tourism sector, place Galicia in the 10th position in Spain,
leading in thermal tourism and obtaining the second highest
score with regard to customer satisfaction.

Turismo de Galicia (General Secretariat of Tourism of the
Autonomous government of Galicia) has recently developed
a project for the enhancement of food and wine as a tourist
resource, one of the main strategic inclusions in the Galician
Tourism Comprehensive Plan 2010-2016. This project takes
into account the interaction of public sector and privately-
held companies, supported by the professionalization of the
hospitality industry through customized training programs
taught by the Galician School of Higher Studies in Hotel
Management (Centro Superior de Hosteleria de Galicia).

Galicia is a land of flavours. Across its expansive 29,500 Km2
and 1,659 Km of coastline, it offers one of the most diverse
and richest food offers in Europe. The coast of Galicia supplies
seafood to the rest of Spain. Aside from this, Galicia offers a

large array of products grown and produced in rural regions.
More than 30 food and agriculture products currently have
a distinct quality seal, such as five types of wine that have
their own designation of origin, spirits and traditional liquors,
four standard types of cheeses, peppers, bread, plant
products, honey, meat products such as pork shoulder and
beef, etc. In addition to this, the Organic Agriculture seal is
promoting environmentally friendly farms under the maxim of
a sustainable Galicia. This has all been possible thanks to the
joint efforts of the government and the private sector, which
have established entities concerned with Rural Environment
and the Sea Councils. These are the regulatory councils
who are responsible for product certification, through the
standardization and control of production at the source as
well as of lots when they are introduced to the market.

Gastronomy proved fundamental to tourism in its contribution
to this project. Recognizing the extensive offerings that
Galician gastronomy presents, major Galician cooks have
strengthened their link with the production sector, offering
a local cuisine based on the Slow Food philosophy. With
more than 5,400 authorised restaurants, Galicia combines
its traditional cuisine with new trends within a sector which
boasts of 13 Michelin Stars and 37 Repsol Suns (25
restaurants) in 2016.

Promoting the destination through its main resources is
central to the work carried out by Turismo de Galicia which, in
recent years, has designed a wide range of tourism products
in the food and wine field.
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Ever since the product map was defined in Galicia, Turismo de
Galicia has created different routes which offer multifaceted
experiences to the traveller, such as gastronomy, visits to
producers, adventure tourism, cultural and natural heritage,
etc. These routes combine the different resources of the
territory, providing pre-designed packages that allow visitors
to follow the routes. As a consequence, in 2010 the Xunta de
Galicia endorsed the creation of the ‘6 Wine Routes’. These
associations allow for tourist offerings (wineries, hospitality,
services and local councils) to run parallel to the five Galician
wines with a designation of origin. To boost activities within
these associations, the ‘Galician Wine Routes Open House
Days’ were created to offer the possibility of free visits to a total
of 460 wineries, including tasting menus in the restaurants
associated with the routes, special offers in accommodation,
as well as a full programme of cultural and leisure activities
designed for the occasion. This initiative celebrated its 5th
edition in 2016.

Similarly, in 20713 Turismo de Galicia signed an agreement
with the Spanish National Network of Railways RENFE to
include tourist trains in the offer. There are 12 routes, six of
which follow a food and wine theme, such as the wine routes
and the lamprey route.

More than 300 gastronomic festivals promote local products
throughout the region of Galicia. In many cases the local
celebrations are supported by Turismo de Galicia and
are an attempt at encouraging continuous improvement
and professionalization. These events are mostly held in

the summer. However, Turismo de Galicia also aims at
eliminating tourism seasonality and as a result, the so-called
‘Gastronomic Autumns’ campaign was created in 2007.
This campaign includes a guide of the gastronomic offerings
of the various Galician country house hotels, with menus
designed on the basis of seasonal products such as game or
mushrooms. Along the same lines, the “Tasting Tapas around
Galicia’ initiative helps to promote all the tapas competitions
held by different catering associations in the main Galician
cities. It includes, among other promotional activities, a
central event in which the winning tapas from each show
compete for the regional prize.

In order to create new products and professionalize existing
ones, Turismo de Galicia relies on professionals in the
field of Galician cuisine and co-operates with them for the
promotion of Galicia, both inside and outside the territory. In
addition, it co-operates with the Galician School of Higher
Studies in Hotel Management, contributing more than 2,600
top professionals in the field of hospitality and gastronomy to
the entire sector. In collaboration with the latter, Turismo de
Galicia has created the Itinerant Tourism School. The School
designs training programmes tailored to the hospitality
industry, while keeping in mind the specific and defining
characteristics of each territory. Another important aspect
is that it is a travelling school, thereby facilitating access
to training for those professionals located furthest from the
urban populations.
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The success of the Balearic Islands is the result of a privileged
geographical location, climate and natural environment. The
gastronomy has emerged from cultures that have passed
through and settled in Mallorca, Menorca, Ibiza and the
Formentera islands over thousands of years.

Over the centuries, the rule of Carthaginians, Romans
and Arabs over the islands has led food to evolve in the
Balearic archipelago, although it has always been based
on the common denominator presently known as the
Mediterranean Diet, and which UNESCO declared
Intangible Cultural Heritage in 2010.

People travel to the Balearic Islands to enjoy the sun or
water sports; others are attracted by its natural and cultural
heritage treasures. Whatever the reason for the trip, there
is always an ingredient that accompanies the experience of
visitors: gastronomy. Options for visitors include excursions,
oil workshops, tasting experiences, cooking classes and
sport activities.

The traditional Balearic cuisine is the result of many local
ingredients and products from the land and the sea, many
of them unique to the region. It is a cuisine that is rich in
variety, flavourful and healthy, and is based on seasonal zero-
mile products that can be found in the many markets that
take place weekly in the towns on the islands, or in the main
gourmet markets. Many of these products boast of a series
of quality labels, such as:

1. Protected Designation of Origin:
- Aceite de Mallorca (olive oil)
- Queso de Mahén-Menorca (cheese)
- Aceituna de Mallorca (olives)

2. Protected Geographical Indications:
- Sobrasada de Mallorca (meat product)
- Ensaimada de Mallorca (pastry)
- Almendra Mallorguina (almonds)

3. Spirits with geographical designation:
- Hierbas de Mallorca (liqueur)
- Palo de Mallorca (liqueur)
- Gin de Menorca (gin)
- Hierbas Ibicencas (liqueur)

This rich fusion of traditions, together with the touch of
avant-garde chefs, is reflected in a rich and varied cuisine
that anyone can taste in the bars and restaurants across the
islands, whether they are small locally-owned restaurants
or one of the eight Michelin-star restaurants in Mallorca and
Formentera. Furthermore, weekly and seasonal markets are
held in many places on the islands, throughout most of the
year, giving visitors an opportunity to appreciate an array of
local artisan products. The weekly town markets and the
trade fairs present an excellent opportunity to learn more
about the island and its food, crafts and customs.

Food tourism is becoming a means of socio-economic
development for rural and coastal locations and their
production areas in the Balearic Islands. Promoting this type
of cultural tourism is generating alternative streams of finance.
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Numerous food fairs and events take place throughout the
year on the Balearic Islands, enabling people to discover the
cuisine.

Urban development and tourism have had some small
influences in the productive landscapes of the traditional
cuisine. Therefore, in recent years the regional government
and local business associations have carried out projects
and initiatives that have contributed to preserving
and enhancing the culinary heritage, especially in the
municipalities and coastal resorts. Some examples of the
initiatives undertaken are TaPalma-feria de las tapas, Catas
Gastronémicas Mallorca, Gintapa Calvia, Rutapa Llucmajor,
MallorquinaCuina, Feria Gastronémica del Pulpo Porto
Colom, Mostra de Sa Llampuga Cala Ratjada, Pica Tapa Can
Picafort, Muestra gastronémica Cala Figuera, INTapa (Inca),
Fira del Gerret (Séller), TapArt, etc.

The Balearic archipelago also boasts a long and ancient
tradition of wine production. The most advanced techniques
have been introduced to these ancient traditions in order
to produce wines of excellent quality, with various boards
entrusted with quality control for protected designation of
origin products. Its wines have been awarded the very highest
distinctions at international trade fairs and competitions. The
islands offer visitors a myriad of wine-based experiences to
enjoy this product, including food festivals, wine fairs, music
concerts in wineries, visits to wineries, train trips through
vineyards, etc.

The government of the Balearic Islands, through its Agency for
Tourism (ATB), is committed to the promotion of gastronomy

tourism. Spain is currently experiencing a boom in this type
of tourism. Promoting local products and offering tourists a
distinctive cuisine is a great opportunity to make the Balearic
Islands gastronomy known to visitors, and to establish it in
the national and international gastronomic arena. With this
in mind, a few years ago, the government of the Balearic
Islands created the “Mouth-watering agrotrails” (agrorutas), a
project aimed at familiarizing tourists and residents with food
products that have been awarded a quality designation, with
visits to the places where they are produced and/or made.
The “mouth-watering agrotrails” project enables people to
visit the islands’ producers, see their production facilities and
learn about the characteristics of the food by speaking to the
producers themselves.

Besides, the regional government, through the ATB,
works in close co-operation with the private sector via the
“Gastronomy Product Club”, which offers a unique initiative
to implement gastronomy projects, to make tourism activity
in the Balearic Islands more competitive, and to manage the
financial and human resources more efficiently.

Encouraging the promotion of gastronomy and rural tourism
in the Balearic Islands allows the tourism season to extend,
which was one of the objectives set by the government,
markedly to a more sustainable tourism model. This model
seeks to increase tourist arrivals outside of the summer
months and to offer additional tourism products alongside
the characteristic ‘sun and beach’ product, while also
accounting for sustainability by introducing a sustainable
tax that will help preserve the fragile insular territories of the
Balearic Islands.
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Latest Trends in Tourism Worldwide

Particularly in recent years, there have been significant
developments in the power of media in controling an
individual’s preferences in international tourism. The use
of the internet and social-digital-mobile media tools is a
significant example of the direct influence on studies about
tourism promotion and marketing in countries. As the interest
in online platforms such as blogs, websites, etc. increases,
as does the ratio of social and digital media use in planning
travels and choosing destinations. In today’s social media-
driven world, the impact of a single comment on social
media can change travel plans. These new trends will be
increasingly used in the planning and execution of travel as
well as in the process of sharing experiences afterwards.
The tourist demand for innovation, diversity and adventure
will rise; sea-sand-sun (3S) will be progressively replaced by
excitement-education-entertainment (3E). Thus, it can be
said that gastronomy will continue to be one of the major
motivations for many people all around the world.

Tourism and Gastronomy in Turkey
The popularity of Turkey as a tourist destination is directly

related to its fascinating culture, historical richness, hospitality,
good tourism infrastructure, varied accommodation facilities
and in particular, the delicious meals. Having spread from
Southeastern Europe to the regions of Western Asia,
Caucasus, Northern Africa and the Arab Peninsula, the
Ottoman Empire reigned over 600 years and Turkish cuisine
today reflects this huge variety of influences.

The Promotion of Turkish Cuisine

With 45 offices around the world, the Turkish Ministry of
Culture and Tourism works on various projects with the aim
of advertising Turkish cuisine, hosting foreign celebrities
and social media influencers in gastronomy destinations in
Turkey, and participating in international tourism fairs. Within
this scope, some examples of projects aiming to promote
Turkish cuisine include;

Social Media Project: “Gastro Hunt”

In August 2014, a gastronomy project showcasing various
types of Turkish cuisine from four different regions of Turkey
was launched as part of a global digital and social media
campaign? to increase interaction on social media channels.

’the Global Image Campaign “Turkey Home of...” initiated by the Ministry of Culture and

Tourism in 2014, have climbed up to the 2nd rank with more than 6 million followers

worldwide, among other tourism promotion organizations’ projects. The campaign has also

received various awards. Throughout the campaign, a wide range of visuals, videos and

contents that depict our touristic/cultural values have been shared via social media accounts
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Five instagrammers (with 2.5 million followers in total) joined
the GastroHunt tour and were entertained in istanbul,
Cesme, Alacati and Gaziantep under the guidance of one
of Turkey’s most popular young chefs, Arda Ttrkmen. After
the attendants shared their experiences on their social media
accounts, the number of Turkey Home followers increased
significantly, particularly on Instagram, but also on Facebook,
Twitter and Google+.

“Turkey Home” Videos

Having served as the cradle of more than 30 civilizations
throughout history, Turkey is home to many cultural, historical
and culinary resources. To promote the gastronomic values
of Turkey, the Ministry has created various HD videos for
social media, especially for YouTube. Among these videos,
those showcasing Baklava, Turkish coffee, Turkish delight
and Turkish breakfast have attracted nearly 3 million views
online. The links can be viewed at:
https://www.youtube.com/watch?v=leQVUp6h7iM
https://www.youtube.com/watch?v=hePJjQz2_t4
https://www.youtube.com/watch?v=2vljLo9JgeU
https://www.youtube.com/watch?v=D0h-3T--U1A

Photography Contest: “Tastes in the Visor”

Aiming to showcase the changes in the values and traditions
in gastronomy throughout the ages, the photography
contest invited people to explore centuries-old traditions of
Turkish cuisine, cooking techniques, rich table presentations
and local ingredients that have helped shape the symbolism
of Turkish cuisine. Under the theme of “Eat-Drink, Cuisine
Culture and Gastronomy”, 83 photographs have been
selected for display.

Participating in Gastronomy Festivals: “Taste of
London”

Turkish Ministry of Culture and Tourism participated as a
destination partner in “Taste of London”, one of the most
popular food and drink summer festivals, between 15 and 19
June 2016. During the festival, Turkish dishes and desserts
were prepared by famous Turkish chefs and offered to
visitors, alongside Turkish chefs Ali Cengiz and Tacim Yetis,
who held some exhibitions.
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at events such as food festivals. There are many such festivals
in Dorset and one example is the Eat Dorset Food Festival. This
takes place in West Dorset and was the focus for a piece of
research looking at the visitor and stall holder perceptions.

The Eat Dorset Food Festival

A range of research methods were deployed, however, here we
will just focus on the discussion of the results of a questionnaire
completed over two days by 172 visitors to the Festival and a
separate stallholder questionnaire. More than two thirds of the
visitors who responded were women and there was a skew
towards an older profile, with over 40% of the respondents
being 60 years or older. The majority of visitors came with family
(61%) or friends (32%), in groups of between two and four.

When asked why they had come, and given a range of potential
answers, the key factors were that it was a good opportunity to

buy local food (72% of respondents agreeing), it supported the
local community/economy (56%), it was a lovely environment
(47%), the local provenance of the food and drink (31%) and
that it supported sustainability (25%). Other factors included:

o Family atmosphere 22%

o Other people here with similar values 20%
° Inspirational 17%

o Good value 16%

. Distinctive 16%

o Honest 14%

. Exclusive 6%

Interms of the stallholders the primary reasons why they thought
that customers wished to buy their food or drink were ideas of
quality, honesty, supporting the community, distinctiveness and
the use of traditional methods.
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Figure 2.4 (as shown below) shows Producer perceptions as to
reasons for custom (number of respondents).

Visitors and producers were asked to elicit free associations
about the food Festival. Keller et al (2008) recommends open
measures to determine the strength of any brand, and in this

context it was considered that brand theory might be a useful
way of looking at the event. The tie in to the locality, ideas of
variety, quality and the specific setting an environment where all
key factors. The following word cloud (Figure 2.5) illustrates the
relative importance of the associations.

QUALITY

HONEST

SUPPORTS COMMUNITY
DISTINCTIVE

TRADITIONAL METHODS
INDULGENT

DORSET PROVENANCE

G0OD VALUE

WHOLESOME

REDUCE FOOD MILES
SUSTAINABILITY

SAYS SOMETHING ABOUT ME
NUTRITIONAL QUALITIES
SPECIALISTS, CAN'T BE REPLICATED
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Figure 2.5 (as shown on the right) shows word cloud to illustrate
the relative importance of visitor and producer free word
associations about the Festival.

Conclusions

In terms of increasing the quality of provision, the amount that
visitors spend and the length of the season, there are a number
of strategies that can be employed. The holding of events, such
as the Eat Dorset Food Festival, is an example that contributes
to this strategy, whilst at the same time helping to realise the
potential of food and drink to contribute to the tourist experience
and to develop as a sector in its own right for locals as well as
tourists. In all this it is important for organisers to understand
that factors such as the local connection, variety, quality and the
specific setting are key to developing a sustainable gastronomy
tourism event in particular and sector in general.
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average, 30% each. They sold 41% of their produce to hotels in
2015, in contrast with 17% three years earlier, and total revenue
from Taste of Fethiye sales now exceeds USD 1 million.

The project also encouraged tourists to explore and spend time
in the rural communities. The Travel Foundation developed and
disseminated food-themed self-guided driving tours (booklets
and a mobile app) to encourage tourists to explore the rural area
and spend locally. An excursion has also been developed, which
took over 1,000 TUI customers to visit a Taste of Fethiye farm
in 2015, and has provided the farmer with additional revenue.

Supporting local traditions, creating food experiences

In addition to the new excursion and driving tours, tour
operators in resorts and hotel staff put on “Local Food Nights”
for guests. The Chef’s association, Chef Mavi, was an important
stakeholder which encouraged its members to employ Taste of
Fethiye produce, of which many are chefs in hotels. This halted a
previous trend to provide international cuisine for guests which,
it was assumed, would most please their palettes. Ultimately,
customers were more satisfied and 62% of those surveyed felt
more positive towards their hotel knowing that it purchased
locally grown, sustainable products.

Chef Mavi also supported a new regional Taste of Fethiye craft
and food fair which not only gave tourists the chance to buy
direct from producers, but also promoted the region’s culture
and traditions.

Help to brand and market destinations
The Taste of Fethiye brand soon came to represent much
more than local fruit and vegetables, and by collaborating with

the Mayor’s office and FETAV (Fethiye’s tourism and culture
promotion agency), the project has served as a catalyst for
the recognition of the importance of local, authentic products
in building a destination brand. For instance, in 2013 TUI
organized an educational trip to Fethiye for UK retail staff to
bring the concept of sustainability to life.

2016 and beyond

Taste of Fethiye is now in the process of being handed
over to FETAV, with continued support from other local
stakeholders including Chef Mavi, the wholesaler and the
hotels association. All of the 16 hotels that purchased Taste
of Fethiye produce in 2015 have committed to sourcing their
produce from Taste of Fethiye in 2016, and almost all of the
original Taste of Fethiye farmers are still involved. The farm
excursion was running again in 2016, and in May FETAV
organized another successful craft fair.

For more information and to view a short video about the project visit
www.thetravelfoundation.org.uk/casestudy/taste-of-fethiye

liknur Arican, a farmer from Kegiler Village in Turkey

“We consider ourselves very lucky being a part of the Taste
of Fethiye project. We can grow better crops with the help of
the project’s agricultural advisor. As a part of the education
programme, we ran trials with shading nets in a small section
of our tomato farm. This showed us how to grow better
quality tomatoes and how to extend our harvest season. | also
attended the craft fair that was organized in our village. We had
the opportunity to sell our products directly to tourists and local
visitors at the fair. We are looking forward to working with Taste
of Fethiye over the next year.”
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Food festivals.as.a togisprectictiniine -
United States of América

Food festivals are a seemingly perfect inflection point between
two favourite American pastimes: eating and travelling. The
celebration of food that began in local farmers’ markets and
small town fairs has grown into a phenomenon that attracts
millions of visitors and generates billions of dollars in economic
impact for host destinations. Annually, there are roughly 1,500
food festivals across the United States of America alone, and
while some have grown organically over time through private
sector efforts, others have been developed and curated to drive
tourism and economic activity by Destination Management
Organizations (DMOs) and  Economic  Development
Organizations (ECOs).

Increasingly, DMOs and ECOs are working with private
organizations to better refine and expand the purpose of
local food festivals, in order to align the destination’s various
stakeholders (local restaurants, food purveyors, farmers,
hoteliers, etc.) around key planning considerations for the event.
Successful food festival purposes often include:

e Maintain/grow overnight visitation by enhancing the
existing tourist experience

¢ Drive economic development of specific neighborhoods

¢ Driving demand during periods of low visitation

e Creating broader awareness of a destination’s attributes
and offerings

e Driving demand for specific local product(s)

e Developing a new specialized offering/reputation for a
destination

Purpose-driven key planning considerations

Theme: Food festival themes can serve a variety of purposes,
including showcasing regional offerings such as produce,
culture, and lifestyle. However, DMOs and ECOs have also
leveraged their destinations’ other competitive advantages,
such as access to major markets, and favourable seasonal
weather to successfully launch new events. For example,
Miami’s excellent airline access to north-eastern cities with
highly competitive restaurant cultures (i.e. New York City)
enabled the city to capture demand for the South Beach Wine
& Food Festival held each winter since 2002. By attracting
world-renowned restaurateurs and expanding throughout
Miami’s neighborhoods, the South Beach Wine & Food Festival
is largely credited with giving significant lift to Miami’s currently
blossoming restaurant scene.

Format and price point: A food festival's format and price
point directly impacts the level of interaction visitors will have
with a destination’s various offerings. While single location
format events have the ability to attract large crowds with
high concentrations of vendors and visitors, multi-location
formats often expose visitors to various more intimate venues
throughout the city, yielding a higher dollar spend per visitor. The
Taste of Chicago festival, held annually in Grant Park, attracts
over one million visitors with free entry and low priced vendor
booths. In contrast, the New York City Wine & Food Festival
attracts approximately 55,000 visitors to more than 100 events®
such as wine tastings, gourmet dinners, seminars, and cooking
demonstrations at venues scattered through the city with price
points ranging from USD 85 to 800*.

SAccording to “New York City Wine and Food Festival 2015 ygar in review” report
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Frequency: Food festivals do not necessarily take the form of
infrequent, large scale events. In fact, DMOs and ECOs in urban
areas throughout the country are more frequently stimulating
farmers’ markets, food-truck parks, and pop-up restaurants
in underdeveloped or vacant spaces, taking cues from private
organizations that have had success with fostering local
visitation. The weekly Smorgasburg food market, which takes
place in a vacant waterfront lot in Williamsburg, Brooklyn, began
in 2011 as a marketing initiative to drive sales at an adjacent
condominium development. With 15,000 daily visitors, the food
market helped turn the development into one of the fastest
selling condominiums in New York that year, and is credited in
part with driving the rise of Brooklyn as a brand.

Seasonality: Destinations often promote shorter festivals as
a means of inducing demand during periods of low visitation.
This is especially true for highly seasonal destinations, such
as beach and ski towns. The skiing destination of Aspen,
Colorado, has for the past 35 summers held the FOOD &
WINE Classic in Aspen festival, attracting mostly the same
visitors as the destination does during the ski season, but for
the purpose of stimulating low seasonal demand and exposing
visitors to the area’s less popular summertime outdoor activities.
Unfortunately, food tourism is often inflexible and dictated by
seasonality of harvests, especially for single-product themed
agricultural festivals such as the Oregon Truffle Festival, held
annually in January. As such, destinations should evaluate the
optimal timing of events in & manner that best suits the ultimate
purpose (driving demand for product vs. driving demand during
periods of low visitation).
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Chapter 3:

Challenges in gastronomy tourism

The trend of standardizing gastronomy is emerging as a
way to reduce costs, as fast, easy-to-eat food becomes
increasingly prevalent worldwide. This threatens the diversity
of food products available, and diminishes opportunities
to experience the local culture of a place through food,
as the distinctive cuisines of a place become increasingly
marginalized.

Local food is in need of protection and preservation.
Promoting national culinary specialties that may not be well
known outside their country of origin is a particular challenge.
Because of the increasing standardization of cuisine and
spread of global cuisines, some national cuisines may not
even be particularly popular or known within their own nation
or culture. Addressing this issue is a matter of promoting
pride in the national culture. However, too often a lack
of engagement on the part of the local food industry and
chefs, as well as failing support from the local government
and infrastructure (poor promotion, lack of communication

Second Global Report on Gastronomy Tourism

strategy, neglect by educational institutions, lack of food
festivals, etc.) exacerbates this problem.

Gastronomy tourism promotion requires a complex strategy
involving many stakeholders. It must be a communal
endeavour that cannot be relegated only to the government.
All stakeholders need to work together to craft and deliver
a common message around local cuisine and culinary
traditions. This creates a sense of pride as well as involvement
of local communities in safeguarding a cuisine’s authenticity.

Education is a fundamental component of the preservation
and promotion of local gastronomy culture, to ensure that
people are conscious and appreciative of the culinary
heritage of their nation and culture. It is crucial to ensure that
knowledge of local cuisine is passed-on from generation
to generation, in order to guarantee that it remains a living
element of the local culture. Concerted measures are
necessary for the preservation of these cuisines by raising



local awareness and facilitating the transmission of
gastronomy knowledge between generations.

Social and economic changes have led to greater
importance being given to environmental, cultural, and
ethical concerns, as well as to issues related to health and
lifestyle, therefore gastronomy tourism should incorporate
criteria relative to responsibility, solidarity and sustainability.
Gastronomy tourism management should also include
elements of transparency and consumer protection.
Issues such as food waste, which has been declared by
the United Nations as one of the most urgent sustainability
goals, are indeed crucial for the culinary industry.

Tourism has demonstrated that it can contribute to
positive growth and can spur job creation, but appealing
to tourists needs to be balanced with responsible growth,
always bearing in mind the UNWTQO’s three pillars of
sustainability: environmental (e.g. reducing emissions),
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sociocultural (e.g. maintaining the authenticity of a
destination) and economic (e.g. equitable distribution of
benefits). Therefore, gastronomy tourism should be carried
out ethically in its interaction with the environments within
which it takes place. Globalization brings many challenges,
in that although the promotion of gastronomy tourism may
be global, the experience is always local. Gastronomy
tourism can be a contributor to cultural preservation and
should be configured around the quality and authenticity of
the product and the place.

This chapter will further review the major challenges for
gastronomy tourism. The challenges will be outlined and
presented with relevant information supplied by tourism
experts bringing together the results and professional
analysis relevant to designated destinations with
gastronomy tourism-related activities.
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Destination-
Oriented Indicators

Indicator Components

Reputation as an
Authentic, High
Quality Dining
Destination Within
the Area

Special foods only found in
that area

The denomination of the food
product

The product is supported
and advertised to be a foodie
destination by the country

Strategy for Food
Destinations

Gastronomic routes and
circuits

Food zones

School of food at the
destination

Existence and
representativeness of guilds

The destination is recognized
as a place of interest by the
international tourism industry

Has a position as a destination
at the international level

Has a position as a destination
at the national level

Marketing the
Destination

The existence of an
organization that has already
labelled it as a place of
interest

The food is associated with
the country

The food is associated with
the city

What the Food
Industry Can Offer
Tourists

Visits to farms and places
where food is cultivated

Visits to the local farmers’
markets

Festivals organized around the
food industry

Festivals that are relevant to
the food industry

Fairs organized around the
food industry

Fairs that are relevant to the
food industry

Farmers’ markets directly
oriented for tourism

The food has a definite
place for tourism within the
international market

The food has a definite place
for tourism within the national
market

Company-Oriented
Indicators

Indicator Classification

Marketing campaigns focusing
on the food tourism

Websites showing/explaining
where the food tourist
destinations are

An explanation of what food
tourism is

Orientation of
the Food and
Beverages Sector
toward Travel and
Tourism

Bars and restaurants with a
touristic vocation

Establishment touristic
activities

Internationally recognized
chefs

Restaurants in hotels
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Current market trends in Japan

In April 2013, Japanese cuisine was approved by UNESCO
as an Intangible Cultural Heritage. Japan saw a significant
increase in the number of foreign tourists following this event.

The number of inbound tourists from foreign countries was
only 5.21 million in 2003; however it sharply increased to
21.35 million in 2015. Originally, the Japanese Ministry of
Tourism set the target for inbound tourists at 20 million by
the year of 2020, when the Tokyo Olympic Games will be
held. This target was easily achieved by 2015, which led
to the Ministry of Tourism of Japan revising the target from
20 to 40 million by the year of 2020.

Gastronomy tourism is one of the key factors influencing
the increase in the number of inbound tourists in Japan.
According to a questionnaire, 76.6% of foreign tourists
stated that their main purpose of travel to Japan is
to enjoy the Japanese food; the second purpose is
shopping at 57.5%; the third motivation is to enjoy the
natural attractions of Japan; and the fourth reason was to
experience and enjoy downtown Japan. Additionally, 95%
of inbound tourists appear to be satisfied with Japanese
cuisine. There are more than 55,000 Japanese restaurants
scattered around the world. This has sparked curiosity
and interest in authentic Japanese cuisine, stimulating
widespread tourism to Japan.

Brief history of Japanese cuisine

Japanese cuisine has been established and refined
by countless talented Japanese chefs across several
thousand years, through importing original skills and
cooking expertise from China together with Buddhism
in the year 593. Original Japanese cuisine was strongly
influenced by Zen (one of the schools of Buddhism), having
originated from the Shoujin Ryori (Buddhists’ vegetarian
food of Zen). The culture and skills involved in authentic
Japanese cuisine were created and enhanced through
very strict systems of training.

In 1223, a young Japanese monk named Dogen visited
China to study Buddhism where he learnt the philosophy
that cooking, eating and living is the key training needed
to become a respected Monk. He also adopted the way of
thinking that food and medicine go hand in hand. Dogen
founded the famous temple Eiheiji in Nagano Prefecture
where they still serve the original Shoujin Ryori, a dish based
on Chinese vegetarian food which was created by Dogen.

The core essence of the current style of Japanese cuisine
was established around the year 1550 by the Master of
Japanese Tea, namely Sen-no-Rikyu. Rikyu emphasised
and insisted upon the importance of simplicity and frugality
over extravagance and splendour in the tea ceremony. A
balanced and healthy Japanese diet was also adopted
and established in this era.
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festivals, events and gourmet gastronomic samples.

2) Gastronomy tourism products, in which the
tourist experiences food and culinary specialties of
host communities making a real foray into their daily
lives, providing an authentic experience and meaningful
learning process, involving every link in the value chain.
For example, beginning in the producing field or market,
where tourists are able to discover the ingredients and
the cultural elements involved, an active participation in
culinary transformation of ingredients in the kitchens, and
finally by sharing the final products on the table.

In the Pueblo Magico of Malinalco, México, the
“Prehispanic Gastrotour in Malinalco” currently operates.
This is a cultural tourism product defined by the axis
phrase “With your hands, with my guide”. Developed
and guided by Adriana Pérez de Legaspi, a specialist in
gastronomy and local sustainability, this experience allows
tourists to participate in activities linked to understanding
the value chain of local food culture. This is done by taking
visitors to the market, where they meet and select local
and seasonal ingredients. Later, they actively participate
by using instruments and utensils of pre-hispanic origin to
finally taste them along with community members under
the traditional table rules. To achieve sustainability, the tour
renounces foreign or non-endemic food consumption and

the use of plastic bags. The tour employs local people,
inciting an interest in maintaining their identity and the
proud transmission of their knowledge. This is a deeper
approach to each link of the value chain of the local food
culture and clearly differentiates this product from others.
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The fragrance of true hospltal\y‘

Mearia Isabel Ramos Abascal, Univi

ida Anahuac Mexico

As omnivores, humans had formed our catalogue of
flavours from the tastes that were presented to us by our
mother or social group, from the early age of 6 months
to 2 years old; where flavours, smells and textures are
imprinted in the memory as comfort food.

The Papantla Vanilla has its own designation of origin, and
is one of the flavours that has spread around the world
with boundless success. Often used in sweet recipes,
its quality is distinguished by an intense and persistent
flavour and is present in many of the culinary preparations
people from around the world recognize as comfort food.
In Mexico we say that the food “apapacha”, which means
food that embraces.

The difficulty in accessing it and the reduced production
of the Papantla Vanilla has sparked great curiosity and
motivated cooks, researchers, traders of gourmet products
and tourists to travel to Veracruz in Mexico in pursuit of
more knowledge about it. Their aim is to gain access to
the remote vanilla crops of Papantla and learn firsthand
about the complex biocultural process that creates this
fragrant ingredient.

Visitors look for three specific times to visit the region. Firstly,
in the months of April and May when the flowering of the
vanilla lasts only a few hours, during which its pollination is
done by hand- orchid by orchid. Secondly, on 10 December
when the fruit is harvested, and finally during the 20 sunny
days between December and January when the pods are
transformed using the traditional post-harvest process or
“beneficio”. Mats are spread out on the ground and the pods
are dried in the sun, becoming darkened and allowing the
fragrance to emerge, to ensure that the crop will be ready
for consumption in April, therefore achieving an annual cycle.

Tourists who are attracted to this region by the vanila
fragrance take special interest in actively participating in any
of these three stages of harvest.

The experience is reinforced by the myth explaining the
origin of the vanilla or Xanat (The Totonaca or original name
for vanilla). The story goes that the plant is born out of the
mixed bloods of two lovers that were slaughtered and whose
beating hearts were offered to Tonoacayohua, Totonaca’s
deity of harvest and livelihood. The region offers a great
variety of cultural attractions, such as the Voladores de
Papantla, a ritual dance related to the agricultural cycles
that is performed on a pole higher than 20 metres and is
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regions of the Russian Federation and subsequently
encourage potential visitors.

In other words, the objective for the development of
gastronomy tourism, especially for countries like the
Russian Federation, is the establishment of national and
regional gastronomic brands.

The brand, Russian Gastronomy Week, is a good
example of such successful development. The first
Russian Gastronomy Week in Spain was organized by the
International Center of Wine and Gastronomy (Moscow),
with the active support of the World Tourism Organization
(UNWTO), the Embassy of the Russian Federation in
Spain and the Federal Agency for Tourism (Rostourizm).
Held from 1 to 6 October 2015 in Madrid, it became the
first event to demonstrate the possibilities of gastronomy
tourism in the regions of the Russian Federation, as well
as the advantages of the multifaceted Russian cuisine, in
front of an international audience.

The team of Russian chefs representing different
regions of the Russian Federation created gastronomic

masterpieces from the various localities. The exposition
focused on Russian Gastronomy Routes and producers
of food and beverage. It was held within the framework
of the week open to the general public, and was also
attended by Spanish officials and experts. The Russian
Gastronomy Week successfully concluded with a gala
dinner summarizing the incredible heritage of Russian
cuisine. The Secretary-General of UNWTO expressed his
appreciation and support of the event.

Due to its positive reception, the organizers of the
Russian Gastronomy Week have extensively worked on
the development of future initiatives. The second Russian
Gastronomy Week took place last November 2016,
both in Madrid and Barcelona. There are plans to carry
out Russian Gastronomy Week in other countries in the
following year. The brand, Russian Gastronomy Week, has
become a new format for the development of gastronomy
tourism and an answer to the specific challenges of an
extremely varied cuisine across an immense country.
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The Slovenian version of the old saying “we eat to live, and do
not live just to eat” is a good starting point for the challenges
created and posed by gastronomy tourism. Nowadays
gastronomy tourism is a global fact of the tourism industry,
with countless original products, market brands and a wide
range of approaches that have been developed in individual
countries. This type of tourism is making a major contribution
to global efforts in the area of food.

We are increasingly uncovering a cultural gastronomic
heritage, which, even in the tourism sector, is no longer
seen as merely a romantic curiosity or cultural attraction,
but as a creative foundation for a recognizable and modern
culinary identity. This identity is increasingly focused
on the local and regional, as a response to decades of
aggressive dominance by global food perspectives and
especially by market brands, which contributed nothing to
the possibility of understanding and highlighting local and
regional cultures.

The relationship between hunger and abundance led to
many negative phenomena. These included neglecting —
and not creating meals in accordance with the seasons
and overlooking locally-grown food. With the increased
interest in gastronomy tourism, all these factors have
become the most prized values for multitudes of travellers
through the shared experience of food and drink, their
stories, gastronomic and culinary events, special thematic

tourism programmes, various workshops are replacing
ordinary meals with cultural exploration and discovery.

The media is also contributing greatly to these efforts in
tourism, especially television, where programmes are an
ideal means of familiarisation, thereby prompting tourists
to visit other parts of the world. Perhaps in all this global
effort, the least amount of attention is given to future
generations, to children and young people who represent
the active tourists of the future, and for whom gastronomic
and culinary dimensions are often the most tempting and
readily acceptable, especially if they are involved directly.

Slovenia for instance, held a very successful national
competition for primary school children, called Kuhna
pa to (“Cooking and all that”), which involves children
discovering the speciality foods in their primary cultural
environments and presenting them in competitions,
producing innovative results. The competition is based
on a solid system that is upgraded from year to year and
is just one part of the Slovenian gastronomy strategy,
established for the needs of tourism and beyond back in
2006. At that time, Slovenia established the ‘Gastronomy
Pyramid of Slovenia’, which remains today the foundation
for the recognizable identity in the area. Furthermore,
since then, there has been a marked growth in the number
of culinary tourism events, which contribute significantly to
efforts in the area of gastronomy tourism.

132 Second Global Report on Gastronomy Tourism




On the global and European levels there are some
important activities with decisive effect on shaping
gastronomy tourism and its effects, thereby contributing
to how it is designed. Since 2003, the world has seen
the evolution of gastrodiplomacy as a new form of
communication between countries, incorporating local
and regional gastronomy culture. The movement also
carries economic effects, especially in the tourism sector.
The International Institute for Gastronomy, Culture, Art and
Tourism (IGCAT) in Barcelona has been very successfully
developing and promoting the new brand European
Regions of Gastronomy. Each year, the new brand
places several new gastronomic regions on the European
and tourist maps. Thus, the regional economic, social
and spiritual activities in individual countries are directly
linked to modern gastronomic cultures. The special
challenge of balancing this European tourist map in terms
of sustainable development is presented by the EDEN
(European Destinations of Excellency) movement, in
which gastronomy and the culinary arts always hold a key
position, regardless of the topic of individual public calls.

Another European project that is important for the
development of gastronomy tourism is the system of
European Cultural Routes, which represents a “tour
among regional products of excellence”. Individual routes
are thematically oriented and provide a combination of
culture, history, tangible and intangible heritage. While

elements of gastronomy are already included, even more
distinct thematic gastronomy routes can be expected in
the future, some of which are already functioning such as
the [ter Vitis — Wine Route and the Olive Route.

There are significant results generated by the Edouard
Cointreau movement, Gourmand International, which
holds the annual Gourmand World Cookbook Awards.
[t goes without saying that high-quality culinary and
gastronomic literature is of prime importance for the
development of local and regional gastronomy tourism.

As is evident in this short overview of the main efforts
to develop gastronomy tourism around the world and
in Europe, these efforts are already providing a solid
basis and numerous challenges for discovering and
understanding the diversity of world cultures. Moreover,
the actual development of gastronomy tourism can
enable preservation and development; in other words the
identity and future recognizability of local and regional
environments, which are under increasingly severe
pressure from the negative impacts of the tourism industry
and negative global processes.

Second Global Report on Gastronomy Tourism 133




. W s J_

T i

’

.
o

3.9

Today’s new culinary traveller

Erik Wolf, World Food Travel Association

Since its beginnings in the early 2000s, the gastronomy
tourism sector has undergone processes of diversification
and expansion and a new type of ‘foodie traveller’ has
emerged. New research demonstrates the ways in which
this gastronomy tourist of today has evolved and is
continuously developing. Consequently, there are ever-
more opportunities to cater to and profit from the modern
traveller’s interest in food and drink. There also exists a
great variation in the tastes, budgets and expectations of
these ‘foodie travellers.’

Some of the observed changes in the gastronomy and
travel consumer’s behaviour in the last 15 years can be
explained by health concerns or religion, while others
are driven by consumers’ newfound interest in, and
knowledge of, gastronomy. Some basic tenets of the
gastronomy tourist’s behaviour can be identified, including
13 different types of foodies. Distinguishing between these
gastronomy tourists and successfully identifying which to
target can greatly profit a destination.

The ability to accurately make this distinction is
fundamental in the promotion of traveller experiences such
as lodging, dining, attractions and meetings/conventions.
Combine this with the range of available cuisine, dozens
of restaurant rating systems and service inconsistencies,
it is easy to see that satisfying a travelling food lover can
be more complicated than initially anticipated, however,
identifying specific consumer interests can now be
facilitated with a range of technology and research tools.

Gastronomy tourism can also be complicated for tourists.
These travellers enjoy experiencing other cuisines but
many times they may only be familiar with iconic brands
or dishes that are universally recognized versions of the
cuisine found in other countries. Consider the differences

in borscht served in the Russian Federation, Ukraine
and Poland. Such differences are not easily apparent to
outsiders.

Gastronomy tourism goes further than just the meal. Its
foundation lies more in the search for cultural immersion
and today’s marketing efforts need to reflect that. For
example, promoting only gourmet dining experiences
will attract a certain kind of gastronomy tourist, namely
those who are gourmet-oriented. Promoting a wide range
of experiences works to expand the scope of promotion
and is much more effective in reaching out to people and
enriching the tourist experience.

PsychoCulinary profiling is the newest way to focus
marketing to the gastronomy tourist. Incorporating
this kind of technology can avoid unintended and even
undesirable results. If you promote to people with
“authentic” PsychoCulinary profiles and what you offer
is truly authentic, then you should score very close to
100% satisfaction. Other PsychoCulinary traveller types
include innovative, social, trendy, vegetarian, adventurer,
ambiance, novice, localist, eclectic, organic and budget.
Consumers typically exhibit high scores in up to three
primary PsychoCulinary profiles, so even if someone’s
first choice is “social”, they may very well also fall under
“gourmet” or “innovative”.

The 2016 Food Travel Monitor, published by the World
Food Travel Association, identified some significant
surprises over past years, and not just with PsychoCulinary
profiing. The number of travellers who participated in a
food or drink experience was discovered to be close to
95%. In other words, for the first time, nearly every traveller
partakes in some type of gastronomy tourism (other than
dining out). Travellers are looking for inclusive experiences
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that include food/wine/beer tours; tasting trails; farmers’
markets; food markets and halls; gourmet or other food/
beverage retail stores; factory tours; and food/beverage
events.

A tremendous shift was demonstrated this year in the
rankings of PsychoCulinary profiles. The top five primary
profiles this year were innovative, authentic, localist,
adventurer and eclectic. In 2010, the “eclectic” profile was
ranked in third place. In 2016, it moved into first place.
The “gourmet” profile also has increased in importance.
In 2010, only 8.1% of respondents chose “gourmet” as
their primary PsychoCulinary profile. This year it rose to
19%, although it is still ninth place among the 13 profiles.
We attribute the ascent of “gourmet” and “innovative”
rankings largely to the media and specifically to the chef
competition television shows. These kinds of programmes
have raised the awareness of the general public about
food, preparation, ingredients and experimentation. These
shows have also helped to remove some of the stigma
around a “gourmet” experience.

The word “best” can be dangerous when marketing a
foodservice establishment or chef. There is a saying in
English that one man’s trash is another man’s treasure.
“Best” is relative. If someone does not have a “gourmet”
profile, they won’t enjoy a gourmet experience. Similarly,
someone who talks about the “best” food truck for Mexican
food might make someone else shudder if their idea of
good Mexican food could only be served on white linen
topped tables. Destination marketing organizations and
foodservice establishments need to be extremely specific
and careful with word choice when describing their offers
to potential customers. The “best rated” or “number one”
rating begs the questions “rated by whom?” and “number
one for what?” and “when was it rated?”

Secondary and tertiary destinations are poised to benefit
from a focus on gastronomy. Gastronomy tourists or
‘foodies’ have generally already been to primary foodie
destinations like France, Italy and San Francisco and
now wish to diversify their culinary experiences. This
explains the surge of interest among foodie travellers to
places like Australia, Canada, Sweden, Finland, Poland,
Mexico, Ireland and the United States of America. This
also means that traditional foodie destinations now have
fierce competition.

Note from the author:

The World Food Travel Association is the world’s leading
authority on gastronomy tourism, serving a community
of 44,000 professionals in 139 countries. Our mission

is to create economic opportunities where food and
beverage meet travel and hospitality. The Association’s
four divisions include Events, Education & Research,
Community and Special Projects. When | founded the
Association back in 20083, | suspected that food and
beverage tourism would eventually be the marketing
cornerstone for many destinations. That day has
arrived. Still, the food and beverage tourism industry

is in its teenage years. Tremendous potential awaits

to be tapped, including new chefs, new dishes, new
ingredients and new destinations. The caveat is not to
promote an area’s 100 ethnic dining choices when many
visitors have the same range of choices at home. And a
restaurant guide that includes global brands that visitors
can find on their own prevents them from discovering
your area’s best and benefiting the local economy.

Remember, it's not a meal, it's a memory. Make it a good
one.
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Chapter 4:

Communication and branding

Gastronomy can play a role in international and intercultural
relations at the state-to-state and state-to-people levels.
Countries such as Turkey and The Republic of Korea have
initiatives  specifically aiming at the latter state-to-people
level. The practice of diplomacy through gastronomy or
gastrodiplomacy is an aspect of the use of tourism to
promote understanding between people at the grassroots
level, as compared to the state level of official diplomacy.

Food brings people together, and gastronomy tourism should
be inclusive and collaborative in order to add value and focus
the efforts of all stakeholders in sustaining a place’s identity.
Co-operation is even more essential when taking into account

Second Global Report on Gastronomy Tourism

small local producers with a weaker structure, which should
be supported and preserved. Internal branding is equally
as important as external branding. Successful gastronomy
tourism brands rely on a collective effort focused on a single,
coherent message developed by all parties involved, requiring
qualified professionals to guide the process.

In the context of gastronomy tourism, chefs can be seen
as ambassadors of a place. Their role not only lies in the
preparation of food, but also in building a narrative around
the gastronomy of the destination, and constantly renewing
this narrative by inventive new angles on the culinary heritage
of the place.



Adaptation, invention and extension of the gastronomy
experience can all help in developing the brand. Food
souvenirs can help in fostering a gastronomy destination
image. When exported, local foods are often adapted to
address a new market, such as the Aguaymanto, a typical
Peruvian fruit whose name was changed to “Picchu berry”
once it was launched in the United States market in order to
link it to a familiar icon of Peruvian culture in US Americans’
minds.

The aim of this chapter is to bridge theory and practice in the
topic of destination communication and branding. It will do this
by pursuing real life examples from different cases, revealing

gastronomy tourism as an emerging trend. Furthermore,
internal branding will be explored as being equally important
as external branding, and the success stories for creating a
gastronomy tourism brand will be demonstrated through a
collective effort. A single, coherent message developed by all
parties involved and those associated with the destinations’
brand is a challenge that cannot be addressed without
qualified professionals. This chapter will explore different
management models of destination branding presented by
various experts in the field of gastronomy tourism.
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Medimurje — Culinary garden of hea

pleasures

Medimurije is a Croatian region situated at the intersection
between Croatia, Slovenia and Hungary. It is bordered by
the rivers Mura and Drava, whose landscape is a part of
the UNESCO Biosphere Reserve “Mura-Drava-Danube”.
The preserved biodiversity and its rich non-material rural
culture are the foundations on which the local community
develops its sustainable tourism. The Tourist Board
of Medimurje County (TBMC), acting as the regional
destination management organization, is deeply aware
of its responsibility for the preservation of biodiversity,
and of the exceptionally rich non-material rural heritage.
Relying on the diligence and hospitality of the people of
Medimurje, it has shaped the vision of Medimurje as a
tourist destination for a dynamic and healthy vacation that
offers the experience of fine cooking and wine, wellness
and sports, learning and fun, rich culture and well-
preserved nature to active and curious visitors.

In 2007, the European Commission recognized the
aforementioned qualities and granted the title of a European
Destination of Excellence (EDEN) for tourism in a rural
area to the municipality of Sveti Martin na Muri, a micro-
destination in Medimurje. EDEN additionally encouraged
the entire region to continue with the realisation of one
of the strategic determinants of the region under the
leadership of the TBMC, namely to achieve a synergy
between sustainable agriculture and sustainable tourism.
The high quality and diversity of local foodstuffs, preserved

wealth of traditional recipes, modern approach to the
presentation of dishes based on traditional recipes, highly
professional chefs, and emphasis on quality standards
have contributed to the second EDEN award by the
European Commission to Medimurje in 2015, this time for
tourism and the local gastronomy.

The aforementioned awards were preceded by a decade-
long process in which the TBMC, acting as a DMO, insisted
on four key principles: partnership, synergy, quality and
sustainability.

Partnership means a permanent co-operation between
local self-governments, local entrepreneurs, the culinary
profession and tourist management in the planning,
development and quality improvement of the gastro-
tourist product and integrated marketing activities.

The establishment of partnership, particularly the close
co-operation between the commercial agricultural and
tourist sectors, has resulted in a synergy enabling the
high-quality natural foodstuffs to be marketed with a
greater added value through short local supply chains in
local restaurants.

By insisting on the quality of all segments of the
gastronomic offer and on innovative approaches in the
interpretation of the traditional cuisine, the destination has
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opted for “small-scale economics”, which is based on a
smaller physical volume and the attraction of quality-aware
guests who visit the destination the whole year round, not
only during the high season.

Raising the awareness of the local stakeholders about the
significance of socially responsible business practices is one
of the priorities of the TBMC, which guarantees ecological
sustainability, but also the attitude of the local community
that the culinary heritage is an extremely important part of
its cultural identity along with the tourist offer.

In order to enable an objective evaluation of the
implementation of the aforementioned principles,
the TBMC has, in partnership with all stakeholders,
introduced quality standards and labelling of stakeholders
from the agricultural production phase to restaurants.
The standardisation and labelling of restaurants is being
carried out under the label of the Gourmet of Medimurje
(“Medimurski gurman”). Following the adoption of
the quality standards, and after the training of the
stakeholders, an independent mystery shopper was hired
to evaluate restaurants annually using 42 questions across
5 key categories. The evaluation included the premises,
staff, equipment, dishes and the price-quality ratio. All
results with all of the questions, points and categories
are published on the destination’s web portal at www.
visitmedimurje.com, as well as other communication

channels. The restaurants are categorised in three
rankings: the Gourmet of Medimurje, the Golden Gourmet
of Medimurje, and the Green Gourmet of Medimurije.
The Gourmet of Medimurje label is given to high-quality
restaurants with an offer based on the traditional cuisine.
The Golden Gourmet of Medimurje label is given to
restaurants offering an experience of creative cuisine
inspired by the traditional cuisine of Medimurje. Finally,
the Green Gourmet label is given to restaurants which,
apart from the gastronomic criteria, also satisfy the criteria
of socially responsible business practices. A similar, but
somewhat less stringent standard is the label titled “the
Golden Grape” (“Zlatni grozd”), introduced for wineries
along the Wine Road of Medimurije.

The aforementioned standardisation and evaluation system
has resulted in an identification of strong and weak points
of the gastronomic and enological offer of the destination,
which is, in conjunction with the monitoring of guest
satisfaction, a key element for the quality management of
a gourmet destination. Such an approach has resulted in
the positioning of Medimurje among the most recognizable
gastronomic regions of Croatia, a greater awareness of the
local community about an important element of its cultural
identity, and a greater added value for local products.
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Gastronomy not only serves to attract increasing numbers of
foodies®, but it also improves the perception tourists have of
the destination. It has extraordinary potential and should be a
priority product in any national tourism strategy.

Spanish cuisine in particular, striking and diverse as it is, is
currently experiencing a period of innovation. Chefs like Ferran
Adria or the Roca Brothers have been recognized worldwide,
representing the frontline of Spanish Gastronomy of the XXl
century.

In 2014, Turespana (The Spanish Tourism Board) considered the
possibility of launching a worldwide event that would harness
the potential of its cuisine to reinforce the brand of Spain.

How? The answer was ‘Tapas’.

Why tapas?
The concept of Tapas is one of the most well-known symbols of
Spain worldwide for many reasons. For example:

o The unique way they are cooked and presented in small and
diverse portions

o0 They are popular all over Spain

o They are usually eaten while standing with a group of friends,
sharing the same plate, representing the positive shared
values of the Spanish way of life

Tapas have also become ‘miniature high cuisine’ in the hands
of Spain’s most innovative chefs. Furthermore, it was noted that
the word “tapa” is actually recognized in nearly every language.

Organization of World Tapas Day (WTD)

The previous experiences of Saborea Espafia’ were used as
a foundation to develop the World Tapas Day initiative. Since
2010, Saborea Espafna has organized a “Tapas Day™ in a
number of Spanish cities. The event has been aimed at the
general public, with bars and restaurants in different cities and
towns offering tapas at special prices, organizing competitions,
wine tastings and other activities.

Turespana saw an opportunity in this initiative to transfer this
experience to the international arena. Consequently, the first
World Tapas Day was celebrated on 22 October 2015 in 17
different countries.

Following on from the success of this event, the second World
Tapas Day was celebrated on 16 June 2016, and on this
occasion, it was organized simultaneously in Spain and the rest
of the countries, thanks to the agreement reached between
Turespana and Saborea Espana.

International celebration of WTD 2016
Like in 2015, in 2016 there were two types of initiatives taken to
celebrate World Tapas Day:

67.71 million of international tourist enjoyed food and wine activities in Spain on 2016 (Egatur, January 2017)

"This association is formed by the main actors of the Spanish gastronomic world: FEHR (the Restaurants and Bars Federation), tourist destinations and Associations of

chefs amongst others.

8lt was called Dia Mundial de la Tapa by Saborea Espafia, no matter its national scope.

9The STOs that took part on World Tapas Day 2016 were Berlin, Frankfurt, Munich, Buenos Aires, Vienna, Brussels, Sao Paulo, Toronto, Pekin, Copenhagen, New York,

Miami, Los Angeles, Chicago, Helsinki, Paris, The Hague, Bombay, Dublin, Milan, Rome, Tokyo, Mexico, Oslo, Warsaw, Lisbon, London, Moscow, Singapore, Zurich, and Stockholm.
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1. Through a partnership with a selection of restaurants and a
network of Spanish Tourist Offices (STOs)® abroad.

2. The STOs, in collaboration with their respective Spanish
Embassies, organized special gastronomy-related events for
tourist professionals, journalists and bloggers.

All events worldwide shared a common marketing identity:

e Name and slogan: World Tapas Day. Journey to the Flavors
of Spain

¢ Logo and graphics

e Promotional video http://tinyurl.com/worldtapasday

¢ Microsite, in collaboration with Segittur: a different microsite
was created for each and every market with information
about tapas (how they are eaten in Spain, recipes etc.) and
information about the celebration in their respective countries
(participating restaurants, maps, etc.). Additionally, another,
more general, microsite was created for the whole initiative
www.spain.info/es/diamundialdelatapa2016

e Competitions

The evaluation of the 2016 campaign has shown an excellent
performance, with the following figures:

e 29 countries (including Spain) where World Tapas Day was
celebrated in 2016°

e 210 marketing initiatives were carried out by the Spain
Tourism Board

e 437 international restaurants took part in the initiative

e 100 local sponsors or collaborators.

e 147,653 visits to the World Tapas Day microsites

e The World Tapas Day video has been seen 323,318 times in
social media

e 6,007,105 people reached via social media (Facebook,
Twitter, Instagram)

e Total number of people reached: 35,511,923

Other public organizations and institutions have actively
collaborated with the 2016 World Tapas Day. Most prominently:
the Spanish Institute of Foreign Trade (ICEX) and its overseas
offices, the Ministry of Foreign Affairs and the Embassies of
Spain'', the Agriculture, Food and Environment Ministry and its
overseas offices and Saborea Espana™.

The 2017 edition, which will be held the 15 of June'®, will seek
to increase the number of collaborators and sponsors, and the
number of countries where the event will be celebrated.

The ultimate goal is to make World Tapas Day into an annual
international event, reaching a global audience and promoting
the Spain brand through the celebration of its cuisine.

°Germany, Azerbaijan, Chile, Czech Republic, Belgium, Brazil, Canada, China, Denmark, United Estates, Colombia, Spain, Finland, France, Holland, India, Ireland, Italy, Japan,

Mexico, Norway, Poland, Portugal, United Kingdom, Russia, Singapore, Sweden, Switzerland and Uzbekistan.

"The Ambassadors of Spain took part in most of the gastronomic events organised for World Tapas Day and, on occasion, the events were carried out at either the Embassy or

the residency of the Ambassador.

'2Saborea Esparia sent chefs to a particularly relevant function celebrated in Paris. As mentioned Saborea Espana organises World Tapas Day nationally.

®Henceforth the World Tapas Day will take place every third Thursday of June.
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Chapter 5:

Good practices in gastronomy
tourism worldwide

To transform a country into a gastronomy destination, the
nation’s people must be proud of their country’s food. This
pride can guarantee that the quality and authenticity of
the food will not be compromised to appeal to the mass
tourism market. Staying true to a cuisine does not imply
stasis. Culinary innovation must be continuous in order to
continue to attract gastronomy tourists in a competitive
global market, while at the same time not losing sight of the
essential qualities of the local cuisine on which its unique
identity and authenticity rest. It is important for destinations
to establish a comprehensive communication strategy and
a clear commitment to continuous innovation processes.

Proper management of gastronomy tourism requires
a broad set of attributes, including strong leadership,
creativity, teamwork, long-term vision, courage, and
ambitious but realistic goals. Teamwork involves
collaboration at all levels: public-public, public-private,
public-private-individual. The concept of co-opetition is
also relevant. This term refers to simultaneous competition

Second Global Report on Gastronomy Tourism

and co-operation between a company and external
players such as rivals, government agencies, suppliers,
distributors and partners. Co-opetition goes beyond
competition and co-operation, combining the advantages
of both. It develops win-win scenarios in which a business
strives to gain more, not necessarily by taking market
share or profit from a contender, but by creating a bigger
market in complementary areas.

As an example of such market expansion, overseas
restaurants of a national cuisine play a key role in
spreading knowledge and appreciation of the country’s
culinary traditions to people who may never visit that
country. Government initiatives for overseas restaurants,
such as the Thai Select programme, aim at maintaining
quality control over the country’s international brand as
conveyed by its cuisine.

Whether one comes across a particular food as a tourist
abroad or at a restaurant in one’s own country, food is



an important catalyst in intercultural communication and
understanding. Gastronomy is important from a business
perspective. Sharing food fosters mutual understanding,
and it is fundamental in the international business world to
understand foreign cultures properly and know to behave
respectfully.

Establishing linkages between tourism and local food
producers is extremely important in sustaining local food
culture. Good examples include tour operators bringing
tourists to visit local farms, and hotel chains buying from
local producers. It is also important for food producers
to work with chefs and exchange ideas. Chefs will get to
know more about the ingredients they use and understand
the seasonality of products.

Such linkages strengthen the value chain, bring economic
benefit to local communities, preserve local culture, install
pride in the local food culture and earn high satisfaction
from tourists, as was the case with the Portland Hilton’s

policy of purchasing products from local producers.
Supportive enterprises like the hospitality training centre
for disadvantaged youth in Hanoi lets tourists feel like they
are making a positive contribution to the local society.

This chapter will outline guidance for good practices and
will explain various corresponding approaches relevant
to gastronomy tourism. Its objectives are to support
destination management organizations with gastro-
potential destinations to better plan and fit for current and
potential gastronomy trends and their challenges. In this
regard, various aspects can be explored, namely strategy,
knowledge, cultural heritage, governance models and
the implications of gastronomy tourism development for
tourism policy, etc.
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Viticulture and wine production is inherently a creative
process. It is an industry that is embedded in lifestyle.
It is all about terroir, about provenance with the wines
bearing the characteristics of their place of production.
This is an industry that has long recognized its symbiotic
relationship with tourism. As the number of wineries and
wine destinations increases so too has the demand for wine
tourism. For example, in ltaly there were 2,000 wineries;
today there are over 3,900. Today, wine regions and wine
growing destinations understand their importance and that
of the ‘winescape’ in terms of tourism place promotion and
image making. Wine tourists are motivated by a range of
factors (see Table 5.1 below) which demands a range of
services, and products to meet their needs. Interesting
and novel examples are numerous; a selection of these is
shown below.

One of the most significant trends of the past ten years in
the development of wine tourism has been the involvement
of internationally renowned ‘star-architects’ in the creation
of new wineries, wine museums, wine cellars and wine
hotels and spas.

There are two key factors making the connection between
wine and contemporary design and architecture: (a) the

importance of both to lifestyle and affordable luxury, two
major drivers of tourism; and (b) the creative insight and
desire of the new generation of wine producers.

Loisium Wine and spa resorts and Loisuim world of wine,
Austria. In 2005 the LOISIUM Wine & Spa Resort opened.
A Steven Holl designed building, this EUR 14.9m scheme
consists of a modern 82 bedroom, 4* Superior hotel and wine
spa with an outdoor pool nestling in vineyards overlooking the
village of Langenlois and the World of Wine (a 900 year old
wine cellars for guided tours and house art galleries)

Avant-garde architecture, locally crafted furniture, unique
contemporary art throughout the hotel and the Vineyard
Restaurant whose products are mainly sourced from within
a 30km drive time create the setting for innovative guest
encounters with the full range of symbolism associated
with the lifestyle and culture of wine and the winescape of
Kamptal wine region.

Employing 70 FTEs, the hotel's market is equally divided
between MICE (35%) and the leisure markets (65%). High
repeat business, international tourists and consistently
high levels of media interest has ensured success for the
investors and the region.
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Table 5.1
Motivations

Wine Tourist

Motivation Factor

Wine tasting and buying

Developing wine knowledge

Discover new wines

Experience of wine setting

Experience a rural landscape

Gastronomy - matching food
and wine

Meeting wine growers

Entertainment and fun with

events/festivals

Health and healthy living, spa
experience

New luxury

Wine culture and lifestyle

Design and architecture

Interesting accommodation

Green, sustainability, ecological
aspects

Table 5.2 Loisium at Langenlois - the regional effects

Impact

Measure

Direct and indirect job
creation

90 FTEs direct including the World of Wine. All employees
are full year employed.

Collaborative working

50 small wine producers working together plus local
craft and food suppliers.

International awareness of
local wine

Press and media coverage.
Increase sales of local wine in existing village shops
(+250,000 bottles per annum).

All year international
awareness of region for
tourism

Higher share of supra-regional visitors and more
international tourists, creation of all-year tourism.

Better image of the area

Ongoing high media reputation and higher average room
rates as well as higher added value, more visitors to the
region.

Attraction of new target
groups

Beside the 4-star superior hotel, the Bed & breakfast
overnight offer of local winemakers as well as a new
3-star hotel offer with higher added value than the old
fashioned 1 and 2 star hotel beds, which left the market,
increased consistently during the last 10 years.

Attracting tourists and day
visitors

70,000 to World of Wine.
32,000 bednights in hotel per annum.

Uplift in quality of facilities
and services in area

New additional leisure attractions like Kittenberger
Adventure Gardens opened for public, a lot of new
leisure infrastructure like hiking and biking trails, wine
adventure routes and Nordic walking routes as well as
a lot of cultural events like the International Grafenegg
Music Festival were created.

Increase in taxes paid to
municipality

See municipal tax income.

Uplift in tourism spending
in the area

Added value of EUR 20 million per annum to the community
of direct spending and EUR 10 million indirect spending.

Source: S. Kraus-Winkler Private correspondence
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Flanders

State of the Art

whose potential in terms of tourism and economic activity
is often underestimated.

The Flanders Food Faculty is founded on four principles:

e Culinary positioning: One clear, joint reference

framework is established with future-oriented quality
criteria. This allows them to strengthen the association
between Flanders and “good food” among foreign
entrepreneurs, tourists and investors.

Pioneering craftsmanship: the branding policy for
“pioneering craftsmanship” is the guideline. Knowledge is
handed down from generation to generation of culinary
craftsmen, and the high-quality training programmes and
research in Flanders also contribute to this. A craftsman
respects culinary heritage, while always keeping an eye
out for innovation. They aim to pay tribute to the producers
and the people who work with the products.

Growing stronger together thanks to co-creation and
co-funding: Flanders shares its expertise and networks
and jointly invests in the reputation and future of culinary
Flanders. The region aims to conclude partnerships with
private and public organizations that want to help achieve
the objective of strengthening and promoting Flanders as
a culinary destination.

An enjoyable experience at every table and bar: The
aim is that in Flanders the food should be of a high quality

everywhere, whether it be a chip shop, a bistro or a high-
end restaurant.

A few actions

o0 Culinary Talents: In order to improve our competitive
position, The Flanders Food Faculty wants to develop a
project to scout for culinary talent in Flanders and provide
assistance to encourage its development. Ultimately,
the aim is that these Flemish culinary craftsmen should
perform better in culinary competitions and make a strong
impression during culinary missions.

o Flanders Kitchen Lab: The Flanders Food Faculty wants
to create a climate that stimulates culinary innovation.
They aim to provide support to culinary trend-setters and
combine creativity and scientific knowledge.

o Culinary exchange programme: The Flanders Food
Faculty wishes to give international chefs a taste of
successful culinary entrepreneurship in Flanders. These
foreign chefs share their expertise with Flemish chefs and
return to their own kitchens with a new understanding of
pioneering Flemish craftsmanship. On the other hand,
they also want to encourage Flemish chefs to acquire
expertise abroad to bring back to their own restaurants.

More information:

http://www.flandersfoodfaculty.com/en/welcome
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Developing Destination Taste

55 Y

Rebecca Mackenzie, Cu//:n.

s

Since 2005, the Culinary Tourism Alliance (formerly the Ontario
Culinary Tourism Alliance) has been instrumental in supporting
the Ontario tourism, hospitality and agriculture sectors,
working in partnership to build the provincial economy through
culinary tourism.

The process through which the Culinary Tourism Alliance
(CTA) have conducted their work has been evolutionary, as
the development of market-ready experiences often requires a
significant shift in business operations, overcoming obstacles
in food systems and educating the industry regarding best
practices to deliver an experience that meets consumer
expectations.

Throughout the past decade, they have refined the tools used
to support food tourism strategy development, including the
proprietary software, the Experience Assessment Tool™,
which geo-maps and geo-tags the businesses across the
food tourism value chain within a specific region.

Culinary Tourism Alliance have defined the food tourism
value chain to include all businesses that can deliver a “taste
of place” experience. These include farms (on-farm or agri-
tourism, participation in farmers’ markets and the capacity for
wholesale within the foodservice industry), farmers’ markets,
restaurants (everything from food trucks to fine dining),
accommaodation (through the lens of their food and beverages
services), attractions (through their F&B services and/or “taste
education” services), festivals and events (any that offer
food and beverage), culinary schools and food tours. The
value chain is comprised of a significant number of business
operators in any given destination.

The process of geo-tagging and geo-mapping a destination’s
businesses into EAT™ allows the Culinary Tourism Alliance
to identify the region’s products, unique terroir and provides
insight into how each business showcases that taste or
provides a “taste education” experience.

Furthermore, by inputting over fifty fields of pertinent information
into EAT™, the Culinary Tourism Alliance is then able to filter
the information to categorically view the region’s businesses
based on market readiness. With this rich information, the
SWOTT analysis (the final T representing trends) is completed,
the food tourism development strategy is outlined and
ultimately, new visitor experiences are crafted using the
market ready businesses. Simultaneously, they encourage
and educate those near market-ready businesses on how
to improve their operations so that they too can participate
in delivering food tourism products and experiences in their
destination.

The CTA are mindful to align a destination’s “taste of place”
opportunities with the other key tourism demand generators
of that destination, acknowledging that food tourists are more
inclined to visit historic sites, take part in outdoor adventures,
go to the theatre, visit gardens, go golfing, attend a music
festival or treat themselves to a spa experience.

This process has been used to create food tourism strategies
for destinations in Ontario, such as Niagara, Toronto, Windsor
Essex Pelee Island, Oxford County, Haliburton Highlands,
Durham Region and York Durham Headwaters. The tool
is now being used for food tourism development in other
Canadian provinces including New Brunswick and Alberta.
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The development of food tourism products has also been
supported, including the award-winning Apple Pie Trail in
Collingwood & Blue Mountains, the Taste Trail in Prince
Edward County, the Cheese Trail in Oxford County and the
newly launched Barrels, Bottles & Brews Trail in Windsor
Essex Pelee Island.

In addition to the destination food tourism development
strategic work, the Culinary Tourism Alliance have created a
provincial foodservice certification programme called Feast
On™: A certified taste of Ontario.

Through their grassroots industry engagement efforts, they
recognized that the distribution and supply of Ontario grown-
and-raised products is one of the most significant barriers
to overcome when undertaking food tourism development
in the province. While the province has industry, champions
sourcing from provincial farmers, fisherman, winemakers
and craft brewers, that cohort compromises a small number
of businesses who are marketing themselves as such.
The province advocates sourcing from provincial farmers,
fishermen, winemakers and craft brewers. “Local” food has
been, and is projected to be, one of the top five consumer-
driven food trends. Any good marketer knows that “local”
sells, which has been observed in certain instances when
businesses claim to support local despite their procurement
practices indicating otherwise, also known as “green-washing
or local-washing”.

It was out of a desire to build Ontario’s food culture, to establish
a secure market for farmers and food producers to sell their
products (and grow their business) and to provide a platform

for the foodservice industry to have better access to Ontario
grown-and-raised products, that the Culinary Tourism Alliance
developed the Feast On™ certification.

The Feast On™ certification provides a resource for both visitors
and locals alike to discover places to eat that deliver an authentic
taste of Ontario. To achieve the -certification, foodservice
operators are required to complete Criteria Verification Templates,
which act as an audit designed to verify a considerable level of
procurement of Ontario foods. If they are licensed to serve
alcohal, it also reviews their procurement of Ontario VQA wines,
craft beer, craft cider and artisan distilled spirits. The programme
provides education and training to the industry, as well as targeted
consumer marketing to educate on seasonality and availability of
Ontario foods and beverages.

Due to the success of these food tourism strategies and
products in Ontario, as well as the Feast On™ designation, the
scope of work at the Culinary Tourism Alliance has grown beyond
the borders of Ontario and Canada, resulting in an extension of
consulting services to destinations around the world.

References:
http://www.growfoodtourism.com/
https://www.applepietrail.com/
http://www.tourismoxford.ca/Cheese-Trail
http://www.barrelsbottlesbrews.ca/
https://www.artstastetrail.com/tastetrail/
https://feaston.ontarioculinary.com/

B T o

http://winecountryontario.ca/media-centre/industry-statistics
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the Ethno Culinary Academy Garesnica or the Tavern “At
the grandmother”; Organic family farm Teresa Nakani with
workshops for children including chestnut, making natural
juices, preparing food for winter; Organic family farm Vlajini¢
“On a small hill” with nature schools, outdoor education with
educational and entertainment facilities; “Life on a small
hill”, a tourist animation; “Hidden Treasures of the Vedas —
Bilogora giants”.

In all the cities there are traditional food markets and a
traditional small private food industry, with attention given
to the promotion of nutrition in educational institutions and
the inclusion of biodiversity conservation programmes in the
curricula of cooking schools.

It is important to note that the Tourist Boards are trying to
initiate activities in the promotion of the availability and
accessibility of food-related experiences. They present
their tourist offers in many domestic and international fairs,
road shows, in different media such as TV, print and online.
Furthermore, they co-operate with local and national tourist
agencies and NGOs, such as the Bjelovar Centre for the
Development of Civil Society, working for social justice by
adopting sustainable tourism practices.

Bjelovar-Bilogora  County  offers  authentic  tourism
experiences, as demonstrated by the growing interest of
guests in that area. In 2015, arrivals increased by 30% and
overnight stays by 74%.

These results also confirm that this destination has local
authorities with capacity in managing this destination to
ensure social, cultural and environmental sustainability. The
local authorities, tourist board managers, mayors and the
head of counties have a process of involving public, private
and community stakeholders in planning and decision
making. This also signifies that the management destination
organization or Tourist Board of Bjelovar-Bilogora County
with five other tourist boards has capacity in sustainable
tourism management.

This conclusion is supported by awards such as: multiple
“Green flower” awards by the Croatian National Tourist Board
for excellent decoration of towns, squares, parks and house
plots, as well as an international Alpe Adria Jakob award
for “Sweet souvenirs” in Daruvar for quality and excellence
in tourism of Alps-Adriatic region. The theme for the Jakob
2015 awards was “Contemporary interpretations of cultural
heritage of local and regional dishes in tourism”. There was
also a prize called “Sunflower of Rural Tourism” for Bilogora
agrotourism “On a small hill”, rewarding individuals from the
private sector.

In 2015, the Tourist board of Bjelovar Bilogora Conuty was
a national runner-up in the Eden (European Destination
of Excellence) contest on the topic of tourism and local
gastronomy and in 2016 we became members of the Eden
Network of the European Commission.
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Gastronomy Tourism in Japan

Declared officially as Intangible Cultural Heritage by UNESCO,
Japanese cuisine continues to fascinate the world. In
addition to Japanese, foreign visitors in Japan can also enjoy
a wide variety of international cuisine. According to Michelin
star restaurant guide, Japan achieved the highest number
of three-star restaurants than any other country, including
France, which contributed greatly to the motivations for
tourists to visit Japan.

Additionally, according to a JTTA survey of Japanese
people (both men and women over 18) regarding their travel
experiences; the main source of satisfaction comes from
good cuisine. There cannot be a discussion on tourism
development without incorporating local cuisine and
beverages.

In the last few years, the field of Japanese Tourism has
undergone significant changes. In 2003, Prime Minister
Koizumilaunched the ‘Visit Japan’ campaign, and in 2007 the
‘Tourism-based Country Promotion Basic Act’ was enforced.
In 2008, Japan Tourism Agency was established, followed by
the Tourism Nation Promotion Council of Ministers in 2013,
by the current Prime Minister Abe, requiring all ministers in
the cabinet to attend. Under these new policies and actions,
Japan enjoyed over 10 million foreign travellers in 2013 and
over 19 million in 2015, generating more than JPY 3.4 trillion,
and consequently contributing to the creation of the first
travel surplus since 1959.

With these accomplishments, tourism in Japan has also
attracted a lot of attention among the local Japanese
population. However, there still remains a critical and intrinsic
problem that Japan cannot expect to increase the number of
Japanese domestic travellers.

As a matter of fact, according to the Japanese population
analysis, the current population of Japan measures 128
million, and is estimated to decrease to 87 million by 2060.
At the same time, working people aged 15 through 64, the
so called ‘productive age’, is estimated to fall to half of its
current population.

It can also be said that regional communities pose the risk of
shrinking economically. This means that Japan is facing the
danger of witnessing its traditional primary sectors, namely
agricultural and fishing, collapse.

Currently, the revenue generated by Japanese domestic
travel is approximately JPY 23 trillion, and within this, JPY 3.4
trillion comes from foreign tourists. Most of the consumption
comes from Japanese people, meaning that unless there
is an increase in the number of foreign travellers and/or an
increase in the frequency and/or amount of consumption
per head by Japanese tourists, it will be difficult for Japan to
maintain this figure of JPY 23 trillion. The increase in foreign
tourists is currently only taking place in few areas such as
Tokyo, Kyoto and Osaka.
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It follows then, that gastronomy tourism represents a
potentially major economic driver for regional communities,
by contributing towards their sustainable and responsible
development. However, the great potential of gastronomy
tourism is still relatively unknown to most Japanese citizens.

JTTA was established in 1936 and together with the central
government, has been promoting and rejuvenating the
regional communities of Japan through activities in tourism.
Against the aforementioned backdrop, JTTA plans to
conduct a series of activities to promote gastronomy tourism
in Japan.

As afirst step, JTTA held a symposium on gastronomy tourism
in Japan for the first time. As a representative of UNWTO,
Ms. Yolanda Perdomo, Director of the Affiliate Members
Programme, gave a keynote speech on Gastronomy Tourism
at the Tourism Expo Japan in September 2016, one of
biggest tourism trade shows in the world.

Additionally, JTTA is planning to launch a joint research project
on Japanese gastronomy tourism with a Japanese partner
in 2016-2017. The objective is to discover the significance
of gastronomy tourism and disseminate it to the world as
well as to Japan. Moreover, educating the Japanese people
of its importance could, in turn, help Japanese communities
develop strategies to assess the state of gastronomy tourism
in Japan from the perspective of the public and private

sectors, collect the relevant data, develop good practices
and support all stakeholders in order to develop gastronomy
tourism in a sustainable manner.

The outcome of this research and the related case studies
will be published and presented at a series of events in Japan
and worldwide. Workshops and seminars will also be held
across the various regions of Japan in order to disseminate
the importance of gastronomy tourism to Japanese
stakeholders.

Lastly, the new organization Onsen (hot springs) and the
Gastronomy Tourism Association in Japan will be established
with the strong support of JTTA and the government of
Japan. This aims to be a unique association, combining the
powerful tourism resources of Japan such as the hot springs,
cuisine and Japanese sake.

References:

Report by the Cabinet Office and Ministry Internal Affairs and Communications
Report by Japan Tourism Agency, Ministry of Land Infrastructure, Transport
and Tourism
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international celebrities. Many famous international movies
have been filmed here, for example, currently broadcasted
is the BBC serial “War and Peace”. Interestingly, the author
of this masterpiece, Russian writer Leo Tolstoy, was also a
guest in this Palace a long time ago.

Some of the restaurant’s achievements include the
Ulysses Award from UNWTO in 2008, joining the “Chaine
des Rotisseurs”, and numerous prizes in gastronomic
competitions. The latest award comes from the AHLEI
in 2015, in which the restaurant “Verkiai” became the first
“Certified Guest Service Gold” property in Europe.

Today, the restaurant offers activities in which guests can
participate in discovering the philosophy of fine dining and
cultural traditions. Guests enjoy identifying the scents of
different wines, wearing historical period clothing as well as
listening to lectures on the gastronomic secrets combined
with a dinner. Some attractions such as Sabrage, a
champagne opening method, are even free of charge as the
restaurant is not only driven by commercial goals, but also
aims to educate its guests.

Moreover, in response to seasonality ebbs and flows,
the restaurant uses its premises to run classes of service

excellence for young people aiming to join the hospitality
industry in the future or wish to be employed in the
restaurant. The candidates are selected using the hospitality
knowledge basics test, which serves to check for a general
understanding of service philosophy and a spirit to serve. This
test was created by the general manager of the restaurant Mr.
Linas Pucinskas, Certified Hospitality Educator and Certified
Guest Service Professional, who has huge experience in the
hospitality industry, both as a general manager of several
hotels and a lecturer in various Universities and Colleges in
Lithuania and abroad.

The classes use a 50/50 mix of theory and practice
approach. Students starting in October can choose between
single lessons or a complete course. The restaurant’s staff is
involved as lecturers, which successfully reduces the impact
of the low season. Normally, the courses work on a paid basis,
however talented candidates are granted scholarships by
the owner of the restaurant. The most popular module is the
“Certified Guest Service Professional”, in which successful
candidates can obtain a certificate issued by the Educational
Institute of American Hotel and Lodging Association.

More information about the restaurant: www.verkiai.lt
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Research: the starting point for gastronc
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1. History and gastronomic culture, which includes
studies on Peruvian gastronomy from the perspective of
various sciences and disciplines with the goal of learning
about its evolution, its many expressions and its role in society
and history, contributing to the process of constructing the
Peruvian gastronomy heritage.

2. Cookbooks, that highlight the creativity and the work of
Peruvian cooks, the legacy of regional cuisines and the input
from other modern expressions of Peruvian gastronomy.

3. Dictionaries and products, including lexicographic
research and studies on cooking ingredients that show the
great biodiversity found in Peru.

4. Beverages, which encompass traditional pre-Hispanic
products such as chicha and products of the Hispanic legacy
such as wine and pisco. The latter has become the flagship
for Peruvian beverages and is the focal point of what is now
known as the Pisco Route.

In recognition of this work, the Gourmand World Cookbook
Awards have honored more than 30 books published by
Universidad de San Martin de Porres, among them, La flor

morada de los Andes (The purple flower of the Andes) which
was recognized as the Best Gastronomy Book in the World
(single subject) 1995-2005. These Cookbook Awards have
also honored Dr. Johan Leuridan Huys as Best Cookbook
Publisher of the Year 2005 and have given him a special
award as Best of the Best Cookbook Publishers in the World
in the last 20 years (1995-2015).

The books published by the university have become part of
the Gastronomy Library, the only specialized library of its type
in Peru, which holds more than 9,300 documents and whose
subjects range from history and food customs, to recipes,
utensils, cooking, bakery and restaurant techniques. It also
keeps documents on viniculture and mixology from all over
the world.

As a result of this effort, Picanterias and Chicherias (maybe
the most traditional expressions of Peru’s regional cuisines)
were recognized in 2015 as a National Cultural Heritage
after the evaluation of a proposal submitted by Universidad
de San Martin de Porres containing the results of a study
conducted by an interdisciplinary team of its researchers, led
by Isabel Alvarez.
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¢ Only one-third of interviewees claimed to offer tasting
menus or drinks, or cooking courses for guests linked
with traditional Czech cuisine. The greatest activity in
this regard was recorded from those from the Central
Bohemian Region.

e Almost 80% of interviewees confirmed that the
introduction of regional food and local drinks has had
a significant influence on the revenue growth of their
businesses. Increase in the guests’ traffic was reported
by more than 70% of interviewees; improvement of the
image was recorded from almost 70% of respondents
and 67% reported an increase in the average spending
of guests. Interviewees from the Central Bohemian
Region earned more, due to their offer of regional food
and local drink.

Conclusion

The preparation and service of food and drinks are important
parts of the tourism industry. Together with food culture
practices and food heritage, they represent an integral
element of a tourist’s experience at the destination. Food
tourism is a contributor to regional agricultural and economic
growth, and can play a vital role in the development of small
and medium-sized enterprises.

Local cuisine can add value to the traditional tourism
experience, especially for tourists seeking novel
experiences. Food tourism can bring fresh impetus to a
destination and enhance the regional tourism development.

Based on the results of the interviews, it can be concluded
that the introduction and offer of the regional food and local
drinks has a positive impact on tourism in selected regions,
while it contributes to the revenue growth, increases the
tourist traffic, boosts the average spending of the tourists
and strengthens the image of both the tourism business
and the region.

The research leading to these results has received funding
from the project titled “The influence of food tourism on the
development of small and medium-sized enterprises in the
Czech Republic,” in the frame of the University College of
Business in Prague’s grant programme under the Grant
Agreement number FRV 1/2015.
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The importance of knowledge exchange in gastronomy
tourism is reflected in the experiences of cuisine collectives
in Catalonia, Spain. These are local culinary networks made
up of restaurateurs seeking to promote the cuisine of their
region. Within cuisine collectives there is a lot of knowledge
that is created and exchanged. Knowledge is considered a
relational resource as well as an element of organizational
competitiveness which, combined with geographical
proximity, can serve to facilitate trust (Bathelt and Gllckler,
2008). The ‘cuisine collectives’ in Catalonia have been
pioneers in this regard. These private organizations which
have emerged in the catering industry are particularly
noteworthy as generators of knowledge because knowledge
generation depends on the actors’ experiences and is
adjusted to local cultures. This experience allows actors to
develop products that reinvent, reinforce or contribute to
the creation of new modes of tourism.

In 2009, the number of cuisine collectives and gastronomy
groups Reported by the Catalan Tourism Board stood
at 17. By 2012 the number had increased to 20, and
nowadays it is claimed to be at 26. The name of each
collective is linked back to the territory and its respective
local cuisine. Over the years, the number of stakeholders
involved in these organizations has increased.

The territorial distribution of the cuisine collectives reflects a
particular concentration in the touristic regions of Catalonia,

recognized as tourist brands. These include the Pyrenees
and Costa Brava, the latter also having the second highest
number of Michelin stars in Catalonia, the first being Barcelona
city. The Costa Brava tourism brand boasts some of the
best restaurants and chefs in the world, with internationally
recognized Ferran Adria and the El Bulli restaurant, as well as
the Roca Brothers and their restaurant, El Celler de Can Roca.

Experience and knowledge exchange, among other things,
are crucial to the success of a region in the promotion of their
products and activities in gastronomy tourism. In the case
of cuisine collectives, knowledge exchange is a process of
interactive learning through systematic communication and
adjustment of the routines which impact other stakeholders
such as producers or traders, which eventually leads to
incremental improvement in gastronomy products and
processes.

New culinary tools are visible in new dishes based on local and
traditional products, rescuing older culinary techniques, or
using innovative promotional strategies through food events
and fairs, among others. As such, the knowledge resulting
from the interactions can be considered a competitive
advantage for local and regional development. Cuisine
collectives have the ability to promote craft enterprises and
the inclusion of local producers and traders, elements which
are considered ‘ideal’ in fostering sustainable development
that might be achieved through gastronomy tourism.
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Furthermore, the creation of networks such as the
cuisine collectives contributes to shortening the food
supply chains, due to low levels of intermediation and
the constant search for direct purchase of local products;
where personal contact with suppliers is crucial and where
trust and reputation are mechanisms of interaction in the
relations and promotion of identity.

As an example of collaborative work with other local actors,
volcanic craft beer is a result of collaboration of a local
brewery and a cuisine collective named Volcanic Cuisine
(cuina volcanica), located near the Pyrenees. Another
example is the different activities such as local music
festivals or food fairs, carried out by the Osona cuisine
collective, which represents a central part of Catalonia.

This allows us to identify what might be termed an innovative
gastronomic environment. This is the case for the Costa
Brava and Barcelona tourism brands, which constitute
a high concentration of Michelin-starred restaurants and
where the food fairs and events play an important role.
‘Regions of artisanal production’ are especially present in
tourism regions such as Catalufia Central and the Costa
Daurada, given that they are more closely associated with
the production and manufacture of artisanal products
such as sausages, cheeses and baked goods.

As such, it can be said that gastronomy tourism is
represented by two main knowledge areas, one that tends
to dedicate itself more to the restaurant business and one
that specialises in production. The distribution function is
carried out in both areas. However, both areas cannot be
understood separately because there is a natural synergy
among them. Therefore, one of the challenges for cuisine
collectives is the creation of strategies that can maintain
a permanent knowledge exchange and interaction among
producers and traders, as well as constantly reinforce the
internal co-operation within the cuisine collectives and
with others from different regions.

Finally, given the cross-cutting nature of gastronomy
tourism and based on the analysis of the strategies
created by cuisine collectives linked to this tourist
phenomenon, it is clear that the stakeholders which are
a part of gastronomy tourism are sharing a set of values
based on identity, that allow them to exchange knowledge
and interact for the successful promotion and marketing
of gastronomy tourism.

References:

BATHELT, H. & GLUCKLER, J. (2003). Toward a relational economic
geography.

Journal of Economic Geography. 3, pp. 117-144.
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tourism, will be leading a high-profile and programmed
commitment to gastronomy as a strategy for adjusting
development in territorial tourism, hence conveying an
image of a richer and more diverse brand.

Management tools and strategies:

e Design of political strategies led by tourism, in
conjunction with agriculture, the environment and
culture.

e Creation of interdisciplinary teams for the creation of
a strategy, structuring, development and promotion of
new and innovative enogastronomic tourism products
based on experience, going beyond the simple concept
of food.

e Stimulating territorial-based gastronomic clusters
to encourage a culture of innovation and co-operation
among producers, business people and land stewards.

¢ Distribution and selection of sales channels by using
Travel Open Apps, a free platform for creating
packages and distributing the tourism supply through
online channels.

¢ Research, innovation and knowledge as linchpins
for developing an enogastronomic product from the
Region of Valencia through the Food laboratory of
the Valencian Institute for Tourism Technology,
Invat.tur: “Technological Cooking”, the “Ark of Taste”,
and research aimed at rescuing forgotten products of
the past that made up part of our gastronomic offer.

e Continuous improvement and excellence in the
quality and quantity of professionals in tourist
destinations, through the Valencia Tourism Board’s
network of centres, Red CdT: 44,000 hours of
vocational training per year, of which 80% corresponds
to kitchen, confectionary, waiter services, sommeliers
and experts in rice.

e Accetur accelerators, to provide producers and
companies with improvement processes for the
management and distribution of their services, as well
as boosting profitability, through training itineraries,
co-working spaces, mentoring and business model
studies.

¢ Aid schemes for companies and territories, with an
allocation of EUR 4.5 million in 02-11-2016 to encourage
responsible, sustainable and inclusive tourism; to
modernise and diversify the offer; and to rationalise
resources and minimise the environmental impact.

¢ Firm publiccommitmentto drive efficient communication,
promotion and marketing of the gastronomic product
over the next few years by creating own brands which
will identify the gastronomic and enogastronomic
product and strengthen internal and external marketing,
thus underlining the prestige of our ambassadors,
specifically chefs, influencers and businessmen.

e Other actions that have been scheduled within the new
strategy on gastronomic tourism include drawing up
a Gastronomic Culture Value Map, setting up the
International Centre for Gastronomic Culture or
publication of the Vade Mecum of Gastronomy as a
gastronomic travel guide to the Region of Valencia.

The Region of Valencia is currently deploying this new
tourism strategy, which is firmly rooted in its Mediterranean
gastronomic identity. The landscape, locals, producers,
distributors, chefs, hoteliers, territorial authorities and
businesses are the key players that should collectively
constitute developments in the new gastronomic brand
in order to successfully convey a single and consistent
message, and this can only be brought to fruition through
a huge collective effort.

Second Global Report on Gastronomy Tourism 179




strofestival Madrid

e NT N k. e




AFFILIATE MEMBER

P i--r; --' - el A ™.,

Yol 1t f;’r’fl‘:' Vet HET .
Ve “F o TN P

o I iT ..

. h r. . " ‘"'

B h P
T IR

- * -
Pona "
_"f "' S rJM’ridl‘éstinq
i RS

" Second Global Report on Gastronomy Tourism




<

Using Deve

- ——

lopment Assistanc
R

the Kakheti Province, G

s

Second Global Report on Gastronomy Tourism




| ¥

Second Glebal Report on Gastronomy Tourism

F [ 3

-
&




Second Global Report on Gastronomy Tourism




Second Global Report on Gastronomy Tourism




Chapter 6:

Training and skills in gastronomy
tourism

Proper management of gastronomy tourism should include a
firm commitment to training, developing skills and research
into improving the quality of gastronomy tourism. Training of
a gastronomy tourism workforce should be multidisciplinary,
flexible and evolutionary. Training and skills development
should encourage creativity and entrepreneurship as well
as incorporate the latest trends based on research that
can be applied swiftly within the sector. Networking is also
a key tool for learning and this can be enhanced through
gastronomy fairs and forums. All this is especially important
in the fostering of new talents for the future.

Beyond equipping a tourism workforce with the relevant skills,
the education sector also has a responsibility in supporting
and encouraging research on gastronomy. This entails not
only food research but also research in demographics,
consumer behaviour, cooking science and techniques.

Second Global Report on Gastronomy Tourism

Training is an important issue not only for chefs, but also for
others across the value chain of gastronomy tourism such
as farmers, tour operators, academic institutions, restaurant
staff and so on. While creating awareness of a place’s food
heritage in the local community, it is also essential to provide
information on local gastronomic culture to tourists, so that
they can better appreciate the uniqueness of the local food.

A nation’s culinary traditions offer rich insights into its culture,
history, values and society. As such, the food of a place
plays a pivotal role in the motivations and experiences of
tourists to visit and explore. International tourism, and the
inexorable trend of globalization that it represents, brings
both challenges and opportunities to local food traditions.

For destinations with a progressive government, a
collaborative spirit among stakeholders and a strong sense



of pride in the nation’s culinary culture, gastronomy
tourism brings about opportunities for creating linkages
that strengthen economic and societal bonds and equity
within the local society, as well as bring new audiences
and influences that can inspire innovation within local food
traditions.

UNWTO actively supports capacity building, knowledge
transfer and the promotion of best practices in gastronomy
tourism in different countries, in a way that prepares more
localities to optimize the potential benefits of this type of
tourism. The practical application of a product creation
model, through its Gastronomy Network and Prototype
Methodology, would be one potential aspect of such a
programme. In this way, local cuisines in countries across
the world can be enabled to flourish and gain widespread
appreciation, while contributing to local pride and identity.

The art of storytelling, the creation of food narratives and
the search for new and innovative angles to highlight
the uniqueness of a destination have all emerged as
important contributors to the success of the gastronomic
destination. Demand for additional skills and the
continuous improvement of current skills should always
be considered by the key players of the tourism industry
overall, particularly in emerging tourism trends such as
gastronomy tourism. This chapter will explore the value
chain of gastronomy tourism in order to better analyze the
professional profiles and required skills for the development
of this sector. In this regard, the training needs to target
people from different sectors, namely the hospitality, travel
(tour operators, travel agencies, tour guides) and public
sectors, academic institutions (training in the field of
cultural programmes with a special focus on gastronomy)
and others.
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production processes and existing and future developments
of food in Chile and the rest of the world.

5. Share sustainable practices of gastronomic activity with all
participants in the value chains.

Pillars of the RAICES - INACAP Programme:

The editorial line that supports the content and activities of
RAICES is broad and diverse, subject to the institutional
framework underlined in their mission, values and academic
project associated with the Hospitality, Tourism and Culinary
Arts School at INACAP. To achieve this, four pillars have been
defined to establish and contextualize its goal of presenting the
Chilean cuisine to the world. These four pillars are:

Origin

RAICES aims to discover and value Chile’s heritage in terms
of culture and culinary traditions as well as past and present
expressions that have been incorporated through time. For this,
a multidisciplinary approach has been taken to highlight the
culinary identity of Chile, one that is embodied by the essence
and existence of Chileans, by underlining the differences and
similarities in the territories of the country and accounting for
the changes and influences within each generation, making
it necessary to identify, record and promote the feature that
differentiates Chile, but also brings it closer to other cultures
and nationalities.

Experience

INACAP turned 50 in 2016. During this time, its graduates
have become successful and renowned professionals and an
important part of the past, present and future of INACAP’s
Hospitality, Tourism and Culinary Arts School. In this sense,

teachers, alumni entrepreneurs from INACAP, as well as
national and international guests from institutions with existing
aliances all share their experiences of gastronomy from
around the world, and how they have managed to accomplish
their goals and transform them into personal and professional
achievements. Within this pillar, the INACAP community,
technical colleges, productive sector and the gastronomic
community are all spectators of lectures, master cooking
classes, seminars and panel discussions, travelling through
Chile and motivating all of those that are interested in food and
cooking and see it as an opportunity.

Innovation

RAICES is for everyone at INACAP who wants to learn about
the current and future culinary environment in Chile, with the
purpose of opening and bringing new opportunities for the
culinary activity in the country. This work is achieved through
INACAP’s recently created Center for Gastronomic Innovation,
and in collaboration with national and international experts who
develop initiatives related to culinary innovation, technologies,
best practices and new developments.

Trends

Food, in general, is experiencing a revolution. As a result, this
pillar seeks to provide information on all the new and future
developments that are taking place in Chile and the rest of the
world in the area of food and culinary arts. RAICES is in the stage
of R&D in food systems, models of gastronomic sustainability,
progress and projections of the Food Service Industry, and
gastronomic tourism, helping reveal and demonstrate its
importance in the country’s economic and social development.

Find more information about the initiative through — http://www.inacap.cl/raices
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Public professional gastronomy education programmes in
Mexico are relatively new. In 2000, the Autonomous University
of the State of Mexico was the only institution to offer
higher education of this type through the School of Tourism
and Gastronomy, providing an option for low-resource
young people being confronted by a prevalence of private
educational programmes. Ever since, the gastronomy field
has acquired a new relevance as never before, demonstrated
by the fact that, currently, it generates 5.5 million direct and
indirect jobs; it contributes 2% of the Gross Domestic Product
(GDP) and 13% of Tourism GDP. Moreover, an increasing
trend of gastronomy tourism has been identified, as well as
a worldwide interest in Mexican gastronomy, backed up by
the acknowledgement of traditional cuisine from Michoacan
as Intangible World Heritage by UNESCO.

The aforementioned justified the recent federal government
approval of the 20714-2018 Gastronomy Development
Policy, from which the following items must be highlighted:
it places gastronomy as a development factor within
the scope of tourism; it places traditional cuisines in the
center; it trends towards the sustainable usage of local
gastronomic heritage, incorporating innovation and quality,
and it also encourages studies and inventories of the local
cuisines, all of which demands the empowerment of training
and professional education. To this respect, the national
overview on gastronomy education introduces highlights
and challenges:

1) On one hand, 394 (public and private) institutions that
provide undergraduate studies can be accounted for; in
contrast, only 9 offer graduate studies (see Table 6.1):

Table 6.1 Outstanding data on vocational training in
Gastronomy

Undergraduate

Enrollment Degree Candidates Graduate Students
Enrollment

53,194 10,727 4,671

Graduate (speciality and master’s degree)

Enroliment Degree Candidates Graduate Students
Enrollment
228 202 129

Source: Compiled by author from data of Asociacién Nacional de Universidades
e Instituciones de Educacion Superior (ANUIES); 2014-2015 school year.

2) Most of the existing educational programmes are of
technical level, with a prevalence of private schools,
which focus on the acquisition of technical-management
knowledge, leaving aside a specific demand for technical-
sociocultural knowledge and the revaluation of their own
gastronomies (52% of national tourism expresses an
interest for the intangible heritage, specifically, for tasting
regional and local cuisine);

3) Although there are graduate study programmes, there
is no public institution that offers them, which reaffirms
the existence of a gap in the access to gastronomic
education and a deficit of a structure of high-level training
that influences the sector’s development; instead, human
capital is basically formed on an operational level;
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Affiliate Members

Enhancing public-private sector collaboration
in tourism

The UNWTO Affiliate Members offer:

-A wide range of opportunities for public-private
collaboration

-An international platform to interact with
governments from all over the world

-A framework to connect interest groups

-An opportunity to be part of the UN work

-A space to generate innovative products

JOIN US

UNWTO.org
affiliatemembers.unwto.org










The World Tourism Organization, a United Nations specialized agency, is the leading international
organization with the decisive and central role in promoting the development of responsible,
sustainable and universally accessible tourism. It serves as a global forum for tourism policy issues
and a practical source of tourism know-how. Its membership includes 157 countries, 6 territories, 2
permanent observers and over 500 Affiliate Members.

UNWTO Affiliate Members bring together over 500 companies, educational & research institutions,
destinations and NGOs whose activities are related to tourism and which contribute to UNWTO their
knowledge and expertise to promote the development of tourism that’s responsible, sustainable and
accessible for everyone. Over 80 countries are represented among the Affiliate Members, the world’s
premier forum for exchanging tourism knowledge.

For questions or to join the UNWTO Gastronomy Network please contact us at unwtoam@unwto.org.
Participation is open to UNWTO Member states, Associate Members and Affiliate Members.
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